“You know, Murray, I just don’t 
et it. The women these days, 
ey’re running around wearing 
schmattas (p. 3). Why can’t they 
dress like that nice girl on the TV (p. 
12)? Who's designing new clothes 
p. 22), anyway? It’s getting so I 
never know what to put on. 3 
Somebody should write down the “You're ‘right, pumpkin. Nobody 
rules (p. 14).” dresses like an American anymore 
p. 20). Have you seen the men 
_ lately? They look like a bunch of 
soldiers (p. 10). Whatever happened 
to pin-striped suits (p. 8) and tux- 
edos (p. 9)? I can’t even buy a nor- 
mal pair of sneakers (p. 28), for 
Pete’s sake!” 
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LA GRANDE TRUANDERIE 


Enveloped in conversation at an intimate 
bistro. Or, strolling along, ankle deep 

in meandering waves. Those are just two of 
the locales where we see you enjoying La 
Grande Truanderie. Play clothes inspired 
by the playgrounds of St. Tropez. Con- 
temporary casuals. Comfortable in an 

all cotton weave. For you to wear, 
whenever their mood matches your spirit. 
In pastel seashell shades. From our 


collection, 9.00 to 66.00. Pacesetter 
Sportswear; second floor, main store. 


BOSTON ONLY 


JORDAN MARSH 


Setting: courtesy of C'est Si Bon. 





























Future Smock 


Finally, something for the heavy set. 
This spring, stomachs are out, 
and the “Big Dress” is i 


By Agnes Clark 

In introducing the new spring 
clothing for women, a recent 
issue of Mademoiselle began its 
editorial with the statement: 
“What this spring needs is a 
good smock look.’ The accom- 
panying photo showed three mo- 
dels wearing loose garments that 
hid most of the details of the fe- 
male body. Similar unrevealing 
smocky styles have recently been 
shown on the pages of Vogue, 
Glamour and the other women’s 
fashion magazines. 

This loose style, which con- 
ceals waist, bust and- hips and 
makes a large woman look larger, 
is the latest thing in fashion to 
hit the mass market. It is the 
major, but not the only style that 
will appear in the stores this 
spring. 

There is also the fatigue look. 
Last month’s issue of Seventeen 
devoted two pages to army-navy 
surplus and fatigue outfits. 
Models were shown in cavalry 
jodhpurs, World War II Air Force 
working uniforms with zipper 
pockets, used gob outfits, and 
one girl carried an army am- 
munition bag, recommended as 
an accessory to “‘pack a punch.” 
The fatigue look’s spin-off, or 
maybe its cousin — no one is ac- 
tually certain — is the uniform 
look. Military uniforms are only 
one type of uniform the trend in- 
cludes. Painter’s coveralls, gar- 


dener’s aprons, jeweler’s smocks, | 


butcher’s trousers and butcher’s 
aprons are also included in the 
style. (Many Seventh Avenue 
junior clothing firms are adap- 
ting the butcher’s apron style to 
sundresses.) The latest uni- 
forms to be added to the style 
have until recently been re- 
served for hospital corridors — 
cotton surgical coats and pa- 
tient’s gowns. They have yet to 
hit Boston, but three New York 
stores are selling them. The me- 
dical gowns are marketed by a 
woman artist who obtains them 
from a surgical uniform supply 
company and dyes them in her 
own bathtub. Her colors include 


peach, mauve and military olive, 


spring’s most visible color. The 
buyer at one store selling these 
garments (at $28 to $32) called 
them “sweet little shapes. The 
nurse’s dress becomes a dress, 
the lab coat is a jackety blazer, 
and you can wear the hospital 
gowns as a full smock.” 

Depending on whom you talk 
to, the uniform style may not be 
called that at all. Some call it 
the workclothes look, presum- 
ably because all the uniforms are 
worn for specific kinds of work by 
specific kinds of workers. 

If you are not planning to “go 
loose,” “get into uniform,’ or 
“‘Get down to work’’ this summer 
— as a lot of bright fashion copy 
in store ads and magazines is ad- 


vising — you probably mean to 
hang out in a pair of jeans, just 
like last summer. Well, even 
jeans have a new wrinkle this 
spring, a wrinkle that has no- 
thing to do with how much 
weight you’ve gained during the 
winter. The new thing in de- 
nims is that they are now pre- 
washed. As if denim clothing 
were not good enough, it is now 
coming directly from the manu- 
facturer already bleached and 
ready-faded, saving you the 
trouble of doing it yourself. 

To the fashion industry, spring 
is the zany season, a time when 
certain frivolities are tolerated 
and even encouraged. To the 
casual observer, fashion is gen- 
erally thought of as zany, no 
matter what the season. Need- 
less to say, many of this spring’s 
trends and fads will meet with 
guffaws from the consumer. Con- 
cerned about the price of food, 


the cost of rent and the phone: 


bill, a woman may be under- 
standably unwilling to put down 
good money to look like an army 
recruit or an intensive care pa- 
tient in a pink smock. One rea- 
son for her disbelief about this 
spring’s clothing will probably 
be the nagging feeling she’s seen 
it all before. 

Jeans have been around for- 


ever, although we were content 
to bleach and fade them our- 
selves up until two months ago. 
This year’s smock looks to many 
like another era’s tent dress, 
specifically the tent of the 50s. 
As for uniforms, students around 
Harvard Square have been wear- 
ing second-hand officer’s coats, 
old air force parachute pants and 
painter’s overalls for at least 10 
years. So what’s new? 


66To the fashion industry, spring is 

the zany season, a time when certain 
frivolities are tolerated and even en- 
couraged .... The industry is appeal- 
ing to what it hopes is the consumer’s 
new attitude of the 70s, (an attitude) 
rooted in ecological concerns. If we eat 
‘natural’ and live ‘natural,’ the next 
logical step is to dress ‘natural.’ 99 
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For one thing, the justifica- 
tions the fashion industry is us- 
ing to put these styles over. The 
industry is appealing to what it 
hopes is the consumer’s new at- 
titude of the 70s. Believe it or 
not, the attitude is rooted in eco- 
logical concerns. The thinking 
goes something like this: our 
concern with additives and pre- 
pared foods has made us want 
pure, natural and more “hon- 








ipuseg Auer 


est” food. At home, ecological 
concern has caused us to sur- 
round ourselves with plants. 
Some even go beyond plants in 
their homes, opting for natural 
wood furniture and decorative 
objects in such natural mater- 
ials as clay and basketry. If we 
eat “natural” and live “natur- 
al,” the next logical step is to 
dress. “natural.” That means 
clothing should be unfussy, 


Variations on a theme: (clock- 
wise, from top) the Smock, de- 
signed by Cathy Hardwick; the 
corduroy Big Dress, available at 
Gilchrist’s and the cotton Big 
Dress, available at Lord and 
Taylor. The Scrub Shop (lower 
left) features the other big 
spring trend: pre-washed 
clothes. 





almost unobtrusive. And, not 
surprisingly, it should be made 
from natural fibers, rather than 
blends. Consequently, more 
women’s clothing is available 
this season in pure cotton, as 
well as silk and linen. Says one 
fashion merchandiser, who owns 
her own boutique in Boston: 
“Natural fibers just make more 
sense. They feel better against 
your skin.” : 

The colors being used this 
spring also have to do with the 
nature number. Khaki and olive 
green, visible in most clothing 
stores now, are as much earth- 
bound as military-inspired. One 
designer went so far as to call 
them “the colors of ecology.” 
Other shades around this spring, 
such as faded blue, mulberry 
and faded green, are actually the 
funky colors of the 60s, but they 
are being presented this time 
around as the colors of nature, as 
if the garments had been hand- 
dyed in natural cranberry or tea. 

One of the first designers to hit 

Continued on page 4 
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FOREVER FLAMINGO 


And Sincerely Yours. . . 
Authentic 30’s-40’s Clothing, Jewelry, 
Art Deco, Collectibles, Fiestaware. 


“For The Modern Woman” 
2 pce. Suits — Dresses $10.00 
Spring Toppers $ 8.00 
Handba $ $ 5.00 
Cotton Dresses $ 4.00 
Daily 10-6 Wed. Till 8:00 290 Newbury St. Boston 





Solve your 


Hair Loss Forever $= 
Without Burden ‘F\. 


Decide today to grow a head of 

hair. If you are a suitable candi- 

date, we'll guarantee it in writing. 

Our medical transplant procedure is the only way to regrow 
your own hair. A living example will be shown to you at 
consultation: a man once bald, now with a full head of 
hair will talk to you! 


Or Send for brochure. 
BG 4/6 
BOSTON HAIR RENEWAL CLINIC 
Suite 535, Hotel Somerset 
390 Commonwealth Avenue 
Boston, Mass. Tel. 267-2542 























FLASH! This is your golden oppor- 
tunity to scoop the fashion story ! 
Special edition T-shirts sporting the 
names of Boston’s Big-3 
newspapers make forahot human 
interest angle. Here are the facts: 


@ The T-shirts are of 100% cotton. 

@ They’re machine washable, 
dryable, and color fast, too. 

@ They’re available in white only, with 
navy lettering: Navy trim at neck 
and sleeve for accent. 

@ They’re sized S-M-L-XL for Men 








and Young Men. 
© Only $2.99! 


Hot off the Presses at JORDAN MARSH, 
NEW BASEMENT STORE 0965, BOSTON. 
Available at ALL BASEMENT BRANCH STORES, too. 


ROX + MANNING — 


JORDAN MARSH COMPANY 
Great Basement Store 


Phenix \ 





Smock 


Continued from page 3 

on the earthy look in clothing 
was a young Japanese named 
Kenzo Takada, who designs in 
Paris under the somewhat self- 
mocking label, JAP. Inspired by 
the most earthy people of all, the 
peasants, Takada began a few 
seasons ago to wrap his models in 
layers of bulky peasanty cloth- 
ing. Skirts were voluminous, 
layers of sweaters and more 
sweaters covered the manne- 
quins. “Kenzo would wrap a 
woman completely in cloth so 
that the entire woman was 
almost hidden,” says Kenneth 
Paul Block, a leading fashion il- 
lustrator who works at Women’s 
Wear Daily and follows the sub- 
tleties of fashion more closely 
than most fashion edit®rs. 

Other trendy French ready-to- 
wear designers began to create 
similar styles of loose clothing. 
After several years of body shirts 
and other figure-revealing gar- 
ments, all the loose stuff seemed 
appealing because it was com- 
fortable. By last summer, the 
French fashion magazines were 
showing peasanty clothes almost 
exclusively. Mostly, they were 
photographed in bucolic set- 
tings, the models wore peasant 
scarves on their heads and 
played at hoeing and other 
honest farm work as the lambs 
and goats looked on from the 
barn. It was all very lovely. 

But it took a more commerci- 
al designer with a following in 
the American press to bring the 
loose style to America. When 
Yves St. Laurent showed his first 
chemises for this past fall season, 
Women’s Wear Daily an- 
nounced the advent of the ‘‘naive 
chemise” — and the fashion 
world went berserk. Seventh 
Avenue’s various knock-offs and 
interpretations of St. Laurent’s 
styles, mainly from his summer 
ready-to-wear collection, are the 
clothes that are now making 
their way to stores in Boston for 
spring and summer. The entire 
style of loose clothing has been 
dubbed the ‘‘Big Look” by Wo- 
men’s Wear Daily. The simple 
name made the look easy for the 
nation’s retailers and manufac- 
turers to understand; they in 
turn have tried to make it pala- 
table to the consumer with the 
same catchy tag. As a result, 
reams of fashion copy have ap- 
peared in store ads and fashion 
magazines. WWD went on to 
coin the “Big Top” (a smock 
top), the “‘Big Dress’’ (the loose 
dress) and the ‘Big Skirt” (a 
long, loose skirt). Somehow, no 
one has ever gotten around to the 
Big Pants, perhaps for the ob- 
vious reasons. But the new style 
also caused apprehension in the 
garment industry, a business 
that has had its own economic 
problems lately. 

‘Frankly, I thought those 
dresses looked like the shmattas 
my cleaning lady wears,” said a 
fashion reporter. Shmatta, a 
Yiddish word that has a variety 
of subtle meanings, gets band- 
ied about a lot in the garment 
district. But no designer or 
manufacturer would admit pub- 
licly that his dresses look like 
shmattas. In a book about the 
garment industry, Leonard S. 
Bernstein, who is a manufactur- 
er, explains shmatta: ‘Mainly, 
you could say, a shmatta is an 
article of clothing which, if no- 
thing else was available, you 
could use it to wash the car, and 
you wouldn’t feel so bad.” 

To see the relationship be- 
tween a shmatta and the Big 
Dress, look at one of those house 
dresses bargain basements sell 
for $4.95 in size 142. Then look 
at some of the Big Dresses that 
have been manufactured this 
spring to sell for over $100. The 
similarities will show you what 
that fashion reporter had in 
mind. In Elle magazine the 
young models in their rustic, 
peasanty clothing looked kind of 

Continued on page 6 





This is the story of how style 
gets from New York to Boston. 
This style, named the hardly 
humble ‘Big Look,” took Paris 
and New York by storm, as they 
say. To study the success of the 
style in Boston, we took a parti- 
cular dress, following it from an 
idea in a designer’s brain to a 
garment on a rack in a particul- 
ar store, Jordan Marsh. 

The dress: style no. 360. It 
was produced by the Kreisler 
Group, a New York City fashion 
conglomerate that acts as a 
stable for superstar fashion de- 
signers. One of them is John 
Kloss, designer of style no. 360. 
The dress is khaki-colored. This 
favorite color of the army/navy 
stores has been elevated to 
Vogue status this spring, making 
it a Beautiful People color. No. 
360 is also loose-fitting. That’s a 
major requirement of any “Big 
Look” garment, since this fash- 
ion got its name in the first place 
from the b-i-i-i-g fit of the 
clothing. The dress retails for 
$58, which by today’s inflation- 
ary standards is not considered 
high for designer label fashion. 





John Kloss, the man who de- 
signed the dress. Kloss made a 
name for himself in the pajama 
game. He designs clingy night- 
gowns, euphemistically called 
loungewear in the industry, for 
which he recently won the Coty 
award. (What the Oscar is to mo- 
vies and the Emmy is to televi- 
sion, the Coty is to fashion.) 
John Kloss also designs sports- 
wear and dresses. Here’s how he 
came up with style no. 360: 

“T’ve felt in the last three sea- 
sons we've been loosening up in 
clothing. The main thing with 
this design was getting a full 
shirty look. I wanted a dress that 
could be a coat, too. I brought a 
bunch of my own shirts in, we 
took the cuffs off and tried them 
on the girls — I always use live 
models. We got the right droop 
in the shoulder with the men’s 
shirts. I picked men’s shirts be- 
cause I think men’s tailoring is so 
classic, you can’t go wrong. We 
seem to have been right with the 
color, a beigey khaki thing that 
is popular now.” 

Why does he think this Big 
Look has been so big? 

“Some people think I have a 
feeling for proportions.” ; 


Lois Greenfield 


Marilyn Pignoni, she sold 
the dress. Marilyn works in the 
showroom where Kloss’s clothes 
are shown to store buyers. Show- 
room people, the unsung heroes 
of the fashion business, spend 
their days talking them up to 
buyers. More than anyone, the 
salesperson is responsible for the 
“sell,” since it is she or he who 
often wheedles, sweet talks and 
persuades buyers that a certain 
style will be “good.” Here’s what 
Marilyn says about no. 360. 

“This dress has been phen- 
omenal. It is the kind of thing 
every woman should have. You 
can wear it over a shirt, as a coat 
over pants. It really checked 
with the stores. [‘‘Check”’ is a fa- 
vorite industry term meaning, 
simply, “if sold.’’] But I have to 
confess it was a sleeper. Usual- 
ly, a sleeper doesn’t take off like 
this. No one was buying it; then, 
suddenly, two stores did tre- 
mendous business with it. That 
gave me the confidence, and 
from then on to every buyer com- 
ing in, I said, ‘You simply must 
have this dress. I am not going to 
let you leave until you have this 
dress.’ The dress is now our num- 
ber-one best-seller.”” Jordan’s 
bought the dress without per- 
suasion, says Marilyn. 

Did any of the buyers she talk- 
ed into it call to thank her when 
they did tremendous business on 
the dress? 

“Not one.” 

Like we said, unsung heroes. 
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itil Jerry Berndt 
Trudi Sullivan, the buyer 
who bought the dress for Jor- 
dan Marsh. She buys for the 
Beacon Hill shop, a department 
store whose staid image she says 
she is trying to alter by intro- 
ducing what she terms ‘“con- 
temporary” clothes of the sort 
John Kloss designs. Here’s what 
she says about no. 360: 

“My main function was re- 
cognition of a new style. The rest 
was the functional process of se- 
lection. John Kloss puts himself 
within reach of the fashion-con- 
scious customer. That customer 
is no dummy. She is willing to 
move seasonally with fashion 
trends, but she doesn’t want to 
spend $300 for a dress. She will 
pay up to $160. At $58, this dress 
was tremendously priced. Rare- 
ly is there a dress like it. It had 
every concept of the Big Look: it 
was a shirt style, you could wear 
it over a turtleneck, as a coat — 
and it was salable.” 








66 Brewer of Jor- 
dan’s: ‘Kloss did 
the truest versions of 
the Big Dress as it 
was seen in Europe. 
I knew when I saw 
this dress, I wanted 
to do an ad on it.’ 99 


Charlotte Brewer, the fash- 
ion coordinator who was big on 
the Big dress. Charlotte is re- 
sponsible for deciding which 
fashion trends Jordan Marsh re- 
sponds to and for shaping the 
manner in which the store intro- 
duces new fashion ideas. Here’s 
what she thinks about the Big 
dress, generally, and no. 360, 
specifically: 

“TI believed in the Big dress. 
When I was in Europe a year ago 
April, we first saw the Big dress 
on the runway. By October the 
look was all over the streets in 
Paris. It was important for us to 
be first with it.” [One could see 
her, almost imperceptively, 
glancing over her shoulder at Fi- 
lene’s across the street, visible 
from her office window.] ‘We 
imported one of the first Big 
looks from Paris ourselves. Then 
I started to research the Americ- 
an market. A lot of American 
companies just knocked off what 
they saw in Paris. But Kloss did 
the ‘truest versions of the Big 
dress as it was seen in Europe. I 
knew when I saw this dress, I 
wanted to do an ad on it. Every- 
thing was so right about it — 
price, color, style.” (The ad ran 
in the Boston Globe in early 
March. The dress is sold out in 
the main Boston store, and only 
a few are left in the branch 
stores.) 

Has the Big Look been big in 
Boston? 

“In the effort to build a fash- 
ion statement, I don’t expect a 
style to be overwhelmingly suc- 
cessful at first. The more modi- 
fied versions of the Big dress are 
selling. But it was important for 
us to be first.” 





—A.C. 
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RUFFS BOUTIQUE 
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Lexington Center ¢ 861-1416 
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Our answer to inflationary prices! A top quality, rugged work shoe‘ that 
can stand the abuse of the severest conditions. Nothing dressy about 
these shoes, in fact, they are downright rough and tough looking... . 
Made in Spain from genuine top quality 
leather, with a rugged drill lining. The thick, traction lug cleated sole 
and heel has the highest reputation for durability. ABSOLUTELY WA- 
TERPROOF up to the eyelets. 5 
leather. Especially recommended for any kind of outdoor work or hiking. 


Special °8.99 
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Continued from page 4 

idyllic. But many of the over-40 
women seen on a recent Easter 
weekend in New York City wear- 
ing voluminous shmattas and 
babushkas on their heads looked 
just like cleaning ladies. 

In Boston response to the Big 
Look has been mixed. A spokes- 
man for Jordan Marsh said, 
“Generally, there has not been a 
sensational response to the whole 
look. It depends on the dress. 
Certain styles are selling.” A 
salesgirl at the Twig, the junior 
department of Bonwit Teller, 
was asked how Big Dresses were 
selling. ‘‘People aren’t really 
crazy about them. But they re- 
cognize them as something new, 
so they seem to be buying them, 
even though they don’t like 
them.” 

However, some industry peo- 
ple think the comfort of loose 
clothing will convince women to 
try it. “The Big Look should re- 
volutionize American clothing,” 
says Mike Sloan, who designs for 
Faded Glory, a sportswear firm 
based in Canton, Mass. 

The relationship between the 
loose look and the fad for work- 
clothes is easy to understand, ac- 
cording to those who make their 
living interpreting fashion 
trends. Says Sloan: “To make 
workclothes look right, the sil- 
houette has to be looser. Did you 
ever see a gas station attendant 
in tight-fitting overalls?” 

Like the chemise, the uniform 
look was born in Paris. Mallory 
Tone, fashion director for Henri 
Bendel, a boutique-like depart- 
ment store in New York City, ex- 
plains how the trend developed. 
“Last August, when the Big 
Look was really beginning in 
Paris, a boutique named Mai- 
son Bleu started selling marvel- 


ous smocks and shirts. Then peo- 
ple began to notice that some of 
the clothing being sold by a uni- 
form shop in Les Halles had the 
same full look as those smocks. 
Jeweler’s smocks, butcher’s 
smocks — they were terrific in 
their own right and they were 
made out of natural cotton so 
they stood up to wear. People in 
Paris began to notice what was 
on the street. They’d see a por- 
ter in a smock, and it looked as 
good as the boutique chemises, 
and they’d say, ‘Hey, what am I 
spending all this money for when 
I could have the same look in a 
workman’s uniform?’ ” 

About the same time Pari- 
sians were studying what the 
well-dressed plumber wears, 
ready-to-wear designers, in- 
cluding St. Laurent, showed 
olive-colored fatigues in their 
spring collections. Less than five 
years ago, the French attempted 
to introduce the military look. It 
died a quick death in America 
where involvement in the Viet- 
namese war made ammunition 
belts and skirts cut from camou- 
flage cloth seem less whimsical 
than bad taste black humor. But 
with the war gone, American 
manufacturers who attended last 
October’s shows of French ready- 
to-wear couldn’t wait to get 
home to turn out khaki and 
olive-colored clothing. The re- 
sults are apparent this spring in 
the quantities. of army-colored 
clothing being shipped to stores. 
Some apparel makers have done 
the whole epaulets and buckles 
number. Others, like Carol 
Horn, who designs moderate- 
priced sportswear, think of mili- 
tary colors as just more of the 
“no-color colors” many design- 
ers are working with. Still others, 
like Mike Sloan, court ecology by 
interpreting the style as survi- 
val wear rather than military 
gear. “I don’t like the military 
look,”’ says Sloan. “Bu* a lot of 
military clothing is designed for 


survival. Now, everyone is on an 
ecology kick. It’s groovy to go 
backpacking.” 

So we needn’t play war in our 
new khaki duds. Let’s put on 
olive drabs and pretend to be ex- 
plorers in the jungle. We can be 
game wardens in Kenya, _in- 
stead of military commanders 
dressed in khaki. We need not 
carry ammunition bags as purses 
— olive-colored backpacks will 
do just fine. Perfect for storing 
pemican in case we get stranded 
on the MBTA. 

The fad for uniforms is ex- 
plained as an alternative to 
jeans. ‘“‘How many pairs of jeans 
can you own?” asks Mike Sloan. 
“You want something to wear 
when you don’t want to wear 
jeans, but it’s uncool to buy gab- 
ardine. This concept will be 
around as long as it’s not cool to 
look rich. What makes sense as 
an alternative is styled work 
clothing.” 

At Armadillo, the Newbury 
Street boutique, loose trousers 
with matching tops, like Chi- 
nese workers jackets, are on 
view. All one color, these gar- 
ments are absolutely plain, ex- 
cept for tie closings, and their 
shapes are very simple. “These 
are very natural and function- 
al,” says Shirley Ruiz, who buys 
the women’s clothing for the 
store. ‘““They are clothes you can 
work in.” 

They are, in fact, the un- 
clothes. Simple and unclut- 
tered, they are in direct contrast 
to the flashy studded denims of 
the 60s, which announced the 
presence of the wearer from 
yards away. Un-clothes are 


-things you put on and forget. Ap- 


parently, an aim of un-clothing 
is to down-play our fashion 
awareness. Un-clothes com- 
municate the idea that fashion is 
less important than tending 
one’s garden or baking one’s 
bread. 

‘This kind of clothing is dress- 


ing without really dressing,” 
says a New York buyer. “It in- 
volves very basic clothing. No- 
body would know you had new 
clothes on in one of these out- 
fits.” 

The twist, of course, is that to 
let everyone know you don’t care 
about fashion, you have to go out 
and buy an unfashionable out- 
fit. Somehow, last year’s old 
sweater and pants don’t carry 


the same intentionally blase at- ° 


titude as an un-clothes outfit 
fashioned after a worker’s uni- 
form. 

Similarly, in pre-washed 
jeans, nobody would know you 
had new things on, either. Which 
is apparently one justification 
for pre-washing denims. But you 
would know, or ought to, that 
pre-washed clothes cost you 
about two dollars more per gar- 
ment than denims that are not 
pre-washed. That’s because it 
costs the clothing manufacturer 
anywhere from 50 cents to a 
dollar to have the garments 
washed in industrial laundries, 
which, in turn, raises the retail 
tab to the customer. According 
to Joel Portnoy, a partner in the 
New York firm of Happy Legs, a 
volume sportswear house ca- 
tering to junior-sized women, the 
craze for bleached denim came 
from Europe, where its popular- 
ity began over two seasons ago. 
Portnoy’s firm began to produce 
pre-washed denims about three 
months ago. Like all manufac- 
turers queried, Portnoy would 
not reveal how much dollar bus- 
iness his firm is doing in pre- 
washed denim clothing, but he 
did say that some of the indus- 
trial laundries his firm uses are 
churning out as many as 5000 
Happy Legs garments daily. 

A reporter at a New York trade 
paper who recently researched 
pre-washed denims says she saw 
two jeans by the same manufac- 
turer. “One was $14, not pre- 
washed. The other, pre-washed, 


was $16. The $14 jeans would 
have looked just like the others 
after one go in the washing 
machine, but it’s the $16 jeans 
that are selling.” 

Mike Sloan, whose firm, Fad- 
ed Glory, has factories in Hong 
Kong and uses industrial laun- 
dries there, justifies the extra 
cost of the pre-washed garment 
because of what he considers the 
convenience to the consumer. 
“The advantage is the garment 
has already been shrunk. Pre- 
washed took off because it made 
sense, it is an improvement over 
denim.” 

Urban dwellers may as well 
get all this playing at peasant (or 
plumber or parachute jumper) 
over and done with while spring 
is around because, according to 
forecasters, the loose comfor- 
table clothing of honest laborers 
and peasants will not be here for 
long. Trendsetters in Paris and 
New York, already weary of the 
loose look that consumers 
around America are just begin- 
ning to understand, are pre- 
paring for the next “‘statement”’ 
to come down the fashion run- 
way. It is already here, in fact. 
WWD has dubbed it the 
“Tube.” It recalls the sheath 
dress of the 50s, or the straight 
hip-binding skirts the kids on 
American Bandstand used to 
wear. (Remember girdles?). By 
fall, we will be able to buy this 
new look in the stores. 

“For fall, I am doing the pegg- 
ed skirt,” says designer John 
Kloss, whose fashion statement 
for spring was the Big Dress (see 
box). ““You remember way back 
when, when skirts tucked up un- 
der the fanny? That’s what this 
looks like.” 

Is it necessary to change so 
soon, before the rest of the coun- 
try is accustomed to the Big 
Look? 

“If we didn’t respond to new 
feelings in the air,”’ said Kloss, 
“there wouldn’t be any fashion.”’ 
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Earth brand shoe. 
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A. Smile. Jean Style. 


New flares with added interest for spring. 


A) Rainbow-stitched Panel Pant in blue denim or black drill 
cloth. B) Safari Pocket Pant in khaki “ ig denim. 

C) European Pant with a double zipper front. 

Sizes 28 to 36. Priced from $15.00 to $18.00 


Beaucoop Shop 
Harvard Square 




















Scholl 


goes 


with all your %<: 
funclothes ; 
and coddles 
your feet 
from your heels 
to your toes. 


BOSTON 
Scholl Foot Comfort Shop 
21 Temple Place 


ACTON 
Concord Bootery 

Great Road Shopp. Ctr. 
Minuteman Bootery 

216 Main St. 


ARLINGTON 
Alson’s Shoe Shop 


463 Massachusetts Ave. 


ATTLEBORO 
Jay's Shoes 
_ 59 Park St. 


BELMONT 
Family Shoe Shop 
371 Trapelo Rd. 


BILLERICA 

The Shoe Village Inc. 
700 Boston Rd. 
Towne Plaza 


BROCKTON 

Allen's Shoes 
1146 Main St. 

Campello Shoes 
1085 Main St 


BROOKLINE 
Edwin Case Shoes 
1388 Beacon St. 
Bakers Shoe Store 
521 Massachusetts Ave 
Central Square 


of 


Put a little more spring in your step. With Scholl 


women’s casuals. Of genuine leather. The good fitting, 
good feeling, good looking shoes. All with our 
foam-cushioned, gently contoured arch. 


L to R: Roamer, Gina, Ruffie. and Shawnee. 


Foot Comfort® 


that goes everywhere. 


AVAILABLE AT THESE FINE STORES 


CAMBRIDGE 

Harvard Valeteria, Inc. 
1432 Massachusetts Ave. 
Harvard Square 


CONCORD 
Concord Bootery 
Thoreau St. 


DANVERS 
Rozanne Shoes 
16 Elm St. 


DEDHAM 
Marapotis Shoes 
378 Washington St. 


FALL RIVER 
Martin & Sullivan 
386 Second St. 


FALMOUTH 
John's Shoes 
285 Main 


FRAMINGHAM 

Panza Shoe Shoppe 
48 Union Ave. 

Wells Shoes 
Shoppers World 
Route 9 


GEORGETOWN 
Georgetown Shoes 
64 Central St. 


HANOVER 
Scholl Foot Comfort Shop 
Hanover Mall 


HUDSON 
Don's Shoes 
69 Main St. 


HYANNIS 
Klun’s Bootery 
554 Main St. 


LAWRENCE 
Daniel's, Inc. 
159 Essex St. 


LEXINGTON 
Michelson’s Shoes 
1780 Massachusetts Ave. 


MALDEN 
Danberg's Shoes 
335 Main St. 


MEDFORD 
Kal's Shoe Store - 
36 Riverside Ave. 


NATICK 

Wells Shoe Store 
28 Main St. 

Youngland Shoes 
Natick Mall 
Route 9 


NEEDHAM 
Wells Shoes 
1082 Great Plain Ave. 


NEWBERRYPORT 
Hymans Shoe Store 
Port Plaza 

Story St. 


NEWTOWN CENTER 
Junior Bootery 
845 Beacon St. 


QUINCY 
Miller Shoe 
1546 Hancock St. 


RANDOLPH 
Brodil's Bootery 
94 Main St. 


ROCKLAND 
Lelyveld Shoes 
320 Union St. 


SALEM 
St.PierreShoes | 
211 Washington St. 


SHARON 
Allen's Shoes 
790 S. Main St. 


STOUGHTON 
Christopher's Shoes 
770 Washington St. 


WAKEFIELD 
Elite Shoes 
394 Main St. 


WALPOLE 
Footwear Unlimited 
Rt. 1-27 Trading Post 


WELLESLEY 
Bob Decters Shoes 
33 Central St. 


WEST CONCORD 
West Concord Shoe Store 
75 Commonwealth Ave. 


WOBURN 
Bond Shoes 
409 Main St. 


WORCESTER 
Scholl Foot Comfort Shop 
8 Franklin St. 


RHODE ISLAND 


PROVIDENCE 
Scholl Foot Comfort Shop 
207 Weybosset St. 
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Return to Forever: 
In Praise of the Pin-Stripe... 


Styles may change, but the proper style never does 


By Michael Ryan 

Has anyone wept lately at the 
beauty of your shirts? 

Has the boss inspected your 
suit and told you he likes the cut 
of your jib? 

Has the head waiter of the 
restaurant you've never set foot 
in before ever taken one look at 
your threads and ushered you to 
the best seat in the house? 

If your answer to these 
questions is no, fella, then it’s 
time you did some serious think- 
ing. So you've switched to the 
dry look. So you wear the same 
brand of pantyhose as Joe 
Namath. So you cut out the bub- 
ble gum in the office, and you 
still can’t make it higher than 
assistant teller at the Second 
National Bank? Maybe it’s that 
double-knit look that’s got you 
down. Maybe what you need is a 
change of image. Cut the flaps 
off the breast pockets of all those 
jackets. Have your flair bottoms 
taken in. When somebody men- 
tions Louis, pretend you think 
it’s a restaurant. Or better yet, 
start a new wardrobe from 
scratch. Our suggestions: 

First, you'll need a pin-stripe 
suit — white stripes on navy 
would be nice, although a grey or 
black background is also accep- 
table. A- vest, of course, is 
necessary. A white shirt with 
French cuffs, a foulard tie, a 
collar pin, some silk stockings, 
garters and quiet black Peel’s 
shoes should complete the effect 
nicely. Walk to work so arrayed, 
and the boss will take notice. 
You’ll be promoted to assistant 
treasurer in no time — or there’ll 
be an audit to make sure you’re 
not embezzling. 

This outfit — the basic un- 
iform for the aspiring business 
success in cold roast Boston — 
shouldn’t run you more than 
$375 at any of the better 
gentlemen’s outfitters in town — 
about $25 for the shirt, $10 for 
the necktie, $5 for the collar pin, 
$10 for the hose, $5 for the gar- 
ters, $75 for the shoes, and, of 
course, about $245 for the suit. 
Multiply this by five, to give 
yourself a different outfit for 
each business day, and you can 
see that a basic wardrobe will 
only cost you $1850 — or roughly 
half what you make in a year asa 
wage slave down at old Second 
National. And one of your five 
suits can be something racy — 
like a gray glen plaid. 

The car you drive, your home 
address, the restaurants you 
frequent — these are all import- 
ant indicators of social status, 
but none of them is as impor- 
tant, at least in the short run, as 
the clothes you wear. The boss 
may never notice your Citroen 
SM or your Beacon Hill 
townhouse if he is blinded by the 
large purple butterflies on your 
polyester shirt. Daisy Buchanan 
never noticed Gatsby’s un- 
bearable personality because she 
was dazzled by his threads. Thus 
is the world fickle. 

Time was, when you wanted 
that ‘“I’ve-got-the-world-on-a- 
string look,” you had but to go 
down to Brooks Brothers and get 
it. At the sign of the Golden 
Fleece, all your fashion problems 
were solved; you needn’t think 
twice about what to buy — the 
nice old gent would tell you what 
looked good, fit it and deliver it 
in a week or two. But there are 
more things in heaven and earth 
than are dreamt of at Brooks 
Brothers, and there are other 
places than the Brethren which 
can sell you on the right look. 








Tying One On: How to Attach Your Collar 


Attaching a detachable collar is a theoretically simple, if mechanically frustrating, process. After 
inserting the studs (the flatheaded one at the back of the neck, the pointed one at the throat), attach 
the back of the collar to the stud at the back of the neck. If you have a well-starched collar, this will 
leave you in a somewhat ridiculous position, with a large piece of linen sticking out at right angles 
from your neck. Now take your necktie, bend forward, and drape the tie over the collar. As precisely 
as possible, snap the collar over double, thus permanently entrapping the necktie in the tying posi- 
tion. Now pull both ends forward, so that the collar m&ves toward its ultimate position, and button 
the two ends of the collar to the two ends of the shirt. You are now ready to tie your necktie. 

It the collar is as starched as it should be, the tie will not form a knot which meets the collar as 
snugly as the knot of an attached collar shirt — you will not be able to move the tie through the collar 
in the normal back-and-forth motion to adjust it. Thus, a gold stud is sometimes a good idea at the 





front, in order to provide a showy piece of jewelry. 





Photos by Jerry Berndt 


My personal favorite is the 
Andover Shop, as much for the 
ambience:as for the clothes. This 
traditional Harvard Square 
salon is wedged into a tiny 
building on Holyoke Street, one 
wall lined with fabrics, another 
with suits, other furnishings 
squeezed in wherever they may. 

On a typical day, one might 
walk off the street and discover 
Bobby Short, Alec Wilder, 
Richard Poirier, Ralph EHison, 
Bud Collins, Mike Barnicle, 
Tom Winship, Jimmy Breslin, or 
any of a long list of semi-regulars 
lolling around discussing 
anything but Glothing. The late 
George Frazier had a permanent 
chair in the store on Saturday 
afternoons, from where he dis- 
pensed wisdom to the populace. 
(Frazier sometimes made his 
‘trips to the A-Shop an extension 
of his columns. A few summers 
ago, while I was being fitted for a 
seersucker suit, he entered and 
surveyed the situation. “Be sure 
and sew his name over the 
pocket,” Frazier shouted, “so 
they’ll know who he is when he 
sells ice cream in that thing.”’) 

Near the Andover Shop in 
Harvard Square is J. Press. Press 
is all right, I suppose, but it 
originated in New Haven, and it 
is somehow quintessentially 
Yale. If a gent isn’t careful, one 
of their salesmen might horn- 
swoggle him into a pair of slacks: 
cut from a cloth that looks like a 
Cezanne canvas, with Lily 
Pulitzer’s signature on the right 
thigh. J. Press shirts, which are 
cut as fully as those at the 
Brothers, which in turn are cut 
as fully as any in the world, are a 
joy to behold — although their 
collars can sometimes be a bit 
awkward to wear. J. Press (or J. 
Squeeze, as my undergraduate 
friends would have it) puts a 
pocket on their shirts but makes 
up for this lapse by covering the 
pocket with a button-down flap, 
thus rendering it of marginal 
utility. Brooks Brothers, of 
course, long followed the tradi- 
tion of Continental tailors by 
providing no pocket at all with 
their models, but that civilized 
custom died out several years 
ago, presumably because so 
many of the new breed of Brooks 
customers needed something to 
put their plastic pocket protec- 
tors full of Bic pens in. The 
Brothers at least atone for part of 
this sin by stitching the upper 
corners of the shirt pocket with 
two right-angle stitches, rather 
than the shoddy diagonal stitch 
used by Hathaway and (ugh) 
Gant. 

J. Press, for some reason, is 
associated in my mind with the 
color brown. Their window dis- 
plays often lean toward browns 
and greens. The genteel 
academic image they cultivate 
— if you can call Yale genteel or 
academic — is heavy on tweeds 
and beiges — that sort of thing. 
Although they claim they can 
turn out a good white-tie outfit, I 
have the sneaking suspicidh that 
one of their tailors, in a manic 
moment, might whip up a 
herringbone waistcoat. But their 
neckties — the silk repps, the 
paislies and the almost uncoun- 
table varieties of clubs — and 
their mufflers. To go to the Yale 
game in a light brown tweed and 
gray slacks from the Andover 
Shop, a pink or pencil-stripe 
button-down from the Brothers, 
a tie from Press with pheasants 
on a crimson background and a 
crimson and white and onyx 

Continued on page 11 





And the Dinner Jacket 


The glory that was leased 


By Ken Emerson 
After undershorts, the shirt. 
Crisp, pleated (ruffles are vul- 
gar) and impeccably white. To 
insert the studs and cufflinks re- 
quires not a little manual dex- 
terity. (Don’t get rattled.) They 
mustn’t be garish, mind you; un- 
assuming elegance, not ostenta- 
tion, is the desired effect. Then 
hose — black, sheer and not too 
short, held taut by garters at the 
calves. Next come the freshly 
pressed trousers (not flared, for 
God’s sake). No color other than 
jet black is permissible, with a 
, stripe of obsidian satin down 
each leg. Suspenders (matching 
the garters, preferably) hold 
them up. Around the waist, a 
black, pleated cummerbund. 
Make sure it clasps you firmly. 
(Once, when I was a hipless 
stripling, mine slipped to the 
dance floor to the merriment of 
my partner, who let go of my 
hand and thereafter never held 
me in anything but contempt.) 
On the feet, pumps of patent 
leather with black satin bows. 
Don’t be dismayed if someone 
laughs at your ‘‘fairy slippers” — 
it only betrays his (or her) lack of 
breeding. The bow tie may un- 
der no circumstances be a clip- 
on — you must tie it yourself. 
(People who don’t know how to 
tie bow ties have no business ap- 
pearing in public anyway.) Nor 
may it be of crushed red velvet or 
any other such flotsam. Black. 
And black for the jacket as well. 
Not coral brocade, not saffron 
naugahyde. Black, with peaked 
or shawl lapels. Now, admire 
yourself in the mirror. Nothing 
could be finer. Or, alas, rarer. 
What you’re wearing, for the 
first time in your perhaps de- 
classe life, is a dinner jacket or 
tuxedo. Sticklers insist on the 
former appellation, but we 
needn’t be fussy. Since so many 
of the old manses have been torn 
down and the residents now gen- 
erally dwell in the gardener’s 
cottages on their ancestors’ sub- 
divided estates, it’s only fitting 
that we commemorate the glory 
that once was Tuxedo Park. 
Pierre Lorillard and his crew 
may have been rotters, but at 
least they knew how to dress. 


Unfortunately, the same can- 
not be said of the leaders of this 
declining day and age. Witness 
our Governor: perhaps he has 
succeeded in raising the moral 
tone of politics in the Common- 
wealth, but sartorial standards 
plummeted when he appended 
to his Inaugural invitations, 
“Black tie optional.” He and his 
fledgling administration ap- 


~ journalists 


COCHRANES 


2 
: 


3 


peared, for the most part, in 
baggy business suits Ukrainian 
aparatchiks would disdain. 

Or consider the recent Gram- 
mies show. At the dinner before- 
hand, I am informed, Art Gar- 
funkel was decently attired in a 
dinner jacket. But when he 
bounded onstage in front of 
millions of television viewers and 
accepted an unmerited award for 
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Olivia what’s-her-name, he was 
flaunting one of those t-shirts 
painted in mockery of a tuxedo. 
The uncouth craze for these tra- 
vesties is itself an indication of 
how low we have sunk. 

Our decline can even be 
graphed. My father received his 
first tuxedo at the age of nine, I 
mine at 16. But my younger 
brother, although I generously 
handed down to him one that I 
had outgrown, thinks that a stud 
is a BMOC. A more precipitous 
curve could scarcely be plotted. 

That we are going to hell ina 
handbasket struck me most fla- 
grantly last spring, when I and 
another music critic who is 
somewhat fastidious in matters 
of dress attended what purpor- 
ted to be a debutante party at 
the Cambridge Boathouse. Ad- 
vised that the fete was “‘semifor- 
mal,’’ we concluded that suits 
and ties were appropriate garb. 
Imagine our shock and distaste 
when we arrived to discover the 
other guests (and the hosts) in 
denim and open-necked shirts. If 
this was semi-formal, informal 
would have had to be birthday 
suits. I shuddered in sympathy 
for the Boathouse, in the 60s the 
scene of relatively reputable to- 
dos. 

What’s most dismaying is that 
our society has deteriorated to 
such an extent that even those 
who wish to wear tuxedos never 
have the opportunity to don 
them. To my shame and dis- 
pleasure, I must admit I haven’t 
worn one in five years. True, 
keep pretty seedy 
but my acquain- 
tanceship, fortunately, is not 
limited to scriveners. Many is 
the time I’ve pined for an excuse 
to dress up, but our tempora and 
mores are prohibitive. The pri- 
vilege of formal attire is re- 
stricted to the quite young (who 
abuse it by renting the gawdiest 
abominations for their proms, 
cotillions and whatnot) and the 
quite old (and well-off) who fre- 
quent resorts and take cruises. 
Otherwise, unless you’re a 
maitre d’, you’re out of luck. 

And, in all seriousness, for- 
mal attire is a privilege; for a 
20th-century man, quite a sin- 


company, 


gular one. Rarely does he have 
the chance to pamper himself, to 
luxuriate in so much narcissistic 
fuss. For a man, simply to take 
half an hour dressing is a delic- 
ious novelty. Call it effeminate if 
you will, but it’s only in the 
course of the last hundred years 
that men have become such 
drones. Why, today, are only wo- 
men permitted to cosset them- 
selves? Surely, to swathe and en- 
girdle oneself, to primp, need not 
be an expression of latent trans- 
vestism — and even if it were, 
what’s wrong with that? “Oh, 
but it isn’t manly,” men who are 
afraid’ they aren’t rejoin. Yet 
dandyism has historically been a 
male prerogative, and it is the 
peacock, not the peahen, that is 
known for its finery. 

To say that wearing a tuxedo 
is one of the few times a man is 
able to feel like a woman is true 
enough, but this is largely be- 
cause in the 20th-century only 
women are allowed certain ex- 
periences. And to lavish atten- 
tion on one’s dress, to feel the 
warm embrace of a cummer- 
bund, the silken cling of hose, to 
slip, shod in gleaming pumps, 
across a floor — these are sensu- 
ous delights of which men ought 
not to be deprived. Even garters 
can be sexy. 

But the dinner jacket smacks 
of aristocratic snobbery, a man 
of the people would insist. Far 
from it — no mode of dress could 
be more democratic. In tuxedos a 
plumber and the President are 
indistinguishable. To don a 
dinner jacket is to deny all class 
distinctions. Thus, formal attire 
liberates one not only from arbi- 
trary sexual differences, but 
from economic ones as well. 
Wear a tuxedo and strike a blow 
for freedom! 

Now that you’re about to 
scurry out and buy one, be warn- 
ed that they’re not that easy to 
purchase. The demand has de- 
creased to such a lamentable ex- 
tent that they’re scarcer than 
hen’s teeth. Neither Jordan 
Marsh nor Filene’s sells them 
anymore. Those stores that per- 
sist carry a very small stock be- 
cause customers are so infre- 

Continued on page 31 








FACE FACTS #1 


WRINKLES ARE FOREVER! 

Unless you're looking forward to 
being helped across the street, 
wrinkles aren't your bag. (bags either!) 
There are several ways to cover them 
up, but the time to worry about them 
is before they appear. 

Get professional help. We're the ex- 
perts in keeping your face wrinkle free 
long after you're out of diapers! 

Call Miss Grady for an appointment. 
Never a charge for skin analysis. 


FACE FIRST 


39 Newbury St. Back Bay 
Boston Phone 536-4447 

















City Root 





























Spring Root 








Naturally Shaped Toes. A little 
more room than you'll find in 
conventional shoes. Your feet are 
more comfortable. Better circu- 
lation of air keeps them cooler, too. 


Rocker Sole. In walking, your weight 
lands at the heel and moves along 

the outer foot, then across to the big toe 
for lift-off. Roots are contoured to help 
spring you off and make each step a little 


less work. 


Gently Recessed Heel. 
Instead of tilting you up 
Roots cradles your foot 

in a comfortable recess. It 
eases you into a straighter 
posture and helps you 
enjoy a more natural, less 
tiring, way of walking. 


Comfortable Arch Support. Walking around, 
or just standing around, on hard floors and 

city sidewalks can be tough on the arches. If you 
spend so much time on your feet, we'd like you 


to have our support. 





Sun Root 


Main Root 


T. Root 
































Sold only at Roots Shops.1077 MASSACHUSETTS AVE., CAMBRIDGE 


Gift certificates available. 


(BETWEEN ORSON WELLES & HARVARD SQUARE) 
492-1289 


City feet 
need Roots. 
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Men’s Wear ’75: And Now For 


Hey, gumba. You remember 
the years of the Peacock — bul- 
let-studded denims, Flash Gor- 
don belts, silver boots, velvet 
suits and satin shirts. By this 
spring of the Rabbit, guess you 
know it’s all behind you. The 
biggest thing in the closet for 
you, gumba, is a pair of pre- 
washed denim jeans. They come 
straight from the manufacturer 
already bleached, faded and soft. 
They also cost anywhere from 
one to three dollars more than 
standard jeans you'd bleach 
yourself at the laundromat. Just 
be careful what you’re buying 
this spring. Word from people in 
the industry is that since any- 
thing pre-washed is selling, some 
bad-ass manufacturers and re- 
tailers are taking old inventories 
that should have been dumped, 
closed out and forgotten, and 
sending them to the local laun- 
dry. This old stuff will wind up 
in the stores looking like the 
hottest thing since recycled 
jeans. Caveat emptor. 

As for the good stuff, Jerold 
Rutenberg, owner of Adam and 
Eve, the man-woman boutique 
in Harvard Square, predicts 90 
percent of the jeans bought this 


spring will be ready-faded. And 
they should be what Rutenberg 
calls “‘styled’’ jeans — ‘“‘Euro- 
pean fit,” tighter thighs, tighter 
knees. Maybe -tie fronts, and 
what Rutenberg calls “pocket 
detail,” with scooped pockets, 
round pockets, stitched pockets. 

Hup-hup-hup, two, three, four. 
The military look is another 
main thing for spring. The mili- 
tary look came from France, 
where big designers like Yves St. 
Laurent did drab fatigue-like lei- 
sure suits for the men’s spring 
line. Snyder’s Army-Navy Store, 
which maybe never heard of St. 
Laurent, can sell you the same 
sort of stuff at a fraction of the 
price. The color words in con- 
nection with this look are 
“khaki” and “O.D.” “O.D.” is 
not what may immediately lear: 
to mind. These days, “‘O.D.”’ is a 
big abbreviation in the fashion 
industry for ‘olive drab.”” Mary- 
lu Martone, who buys all the 
clothing sold at The Lodge stores 
around Boston, says the O.D. 
green pant has been big for the 
past month in these environs. 
“It’s a real workpant, baggy and 
horrible fitting,” says Marylu. 
And very authentic. 
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REVELATION HAIR DESIGN 
THE FULL BODY TREATMENT 





As for the Western look, well, 
apparently playing cowpoke died 
somewhere out on the prairie a 
while back. But Marylu says the 
Western style is coming back 
this spring in shirts, though only 
in quilted or patchwork styles. 
Throw out the rest of that Gene 
Autry stuff. 

The Super Trendy look is still 
around, but apparently it looks 
nothing like clothing from the 
era of satin and flash. At the Ca- 
mel’s Hump, a Harvard Square 
emporium, what is called the 
“natural look” is considered the 
latest thing for spring. You 
might call this another version of 
the hup, two, three, four drill. 
Owner Phyllis Fiore calls it “the 
Australian bush feeling.” A big 
number for going bush might be 
khaki jeans with a matching 
shirt. Or a khaki jumpsuit, 
which Fiore calls “very advanc- 
ed and only for certain men.” 
For pale faces too white to look 
anything but sick in O.D., spring 
suits are around in shades such 
as dusty rose and dusty green. 
These pastel suits have nothing 
to do with the Gatsby look that 
was ballyhooed last spring. 
Where they come from is Eur- 
ope, and where Europe got them 
is from America, where certain 
“advanced” men, probably gays, 
started wearing used men’s 
clothing from the 30s. The Euro- 
pean pastel suits, however, don’t 
have any of what one retailer 
calls the “horrible authenticity” 
of the used clothing — no shoul- 
der pads or creepy-looking sil- 
houette. 

Ah, Jay Gatsby. The movie 
has flopped and gone, but 
Gatsby’s style does linger on in 
clothing produced in the Amer- 
ican market. At Robert Todd, 
the Newbury Street store cater- 
ing to “dressy. conservatism,” 
owner Robert Kidder says, the 
fashion look is still the sort of ice 
cream-colored suits popularized 
by the Gatsby fad. Robert Todd 
does a big business in the Polo 
line, designed by Ralph Lauren, 
who just won a Coty award for 
his men’s clothes. Lauren 
happens to be the guy who de- 
signed the suits Robert Redford 
wore in the movie. To get the 
final word on men’s fashion this 
spring, it’s obvious that Ralph 
Lauren needed to be consulted. 
This is what he said by trunk 
line from New York: 

“The ‘Gatsby’ look got com- 
mercialized by the press. But in 
terms of the style and grace the 
look represents, it is still. very 
popular today (see Mike Ryan’s 
article). Somewhat like a Brooks 
Brothers image from the 30s, 
when the guys who went to Har- 
vard and Yale had the good life 
and went to Europe, while the 
rest of us were dealing with the 


- problems of life back home. Pure 


fabric is very important to this 
look — cotton, chino, seersuc- 
ker. The clothes should wrinkle a 
bit — if they don’t wrinkle, they 
don’t look authentic. It’s a sign 
of confidence, like the old senat- 
or in the wrinkled seersucker suit 
who has the style to carry it off.” 
Does all this make you yearn, 
gumba, for a Flash Gordan jac- 

ket and a pair of gold boots? 
—Agnes Clark 








INTERNATIONAL CARD & 
GIFT SHOP 


Other Locations 1207 Caninage St. Cambados 
Lewis Wharf at Boston Waterfront, Sudbury, Sheraton-Tara in 
Framingham, Randolph, Framingham Center, 


Commonwealth Avenue in Boston. APRN 
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Carrying religious articiés, imports 
and the latest in gifts and greeting 
cards 
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Pin-Stripe 


Continued from page 8 
muffler — not even Solomon in 
all his glory was so arrayed. 

There are other places, of 
course, places like Thorne’s and 
Todd’s on Newbury Street, 
where you can still get a pink 
linen suit if you try, though the 
aura of ad-agency chic and gay 
baroque is occasionally over- 
whelming. There is a place call- 
ed Louis, but remember that 
they outfit Tom Ellis, and ask 
yourself if you really want that. 
As long as you’re in the 
neighborhood, go to the good 
gray Brethren. They'll almost 
never steer you wrong. 

Almost. I remember a day, 
about five years ago, when I 
stood for half an hour and ad- 
mired the splendor of a blue 
blazer, with shining silver but- 
tons, in my size — which was a 
bit smaller then — upstairs in 
the University Shop. It was just 
the thing, and it had a novel 
feature — a button-down flap 
over the vest pocket, somewhat 
like an Eisenhower jacket. I look- 
ed for a long time, then bought a 
traditional blue-flannel blazer, 
not knowing how close I had 
come to anticipating one of the 
most widespread — and worst — 
male fashion trends of the 
decade. Needless to say, Brooks 
Brothers has long since left the 
flap-over-the-pocket look to 
others. 

It was around the same time, if 
memory serves, that the 
Brethren introduced a new fabric 
into this country from -France. 
This was a comfortable, pliant, 
soft-to-the-touch polyester, just 
perfect for casual trousers. The 
process by which it was made 
was called “‘double-knit,”’ and I 
need not mention that the 
Brothers have long since 
withdrawn from the field. Yet, as 
recently as last year, the New- 
bury Street window showed a 
selection of white belts and white 
shoes — just the thing for the 
Acapulco convention of the 
Graverobbers’ Guild — which 
proves, I suppose, that nobody’s 
taste is perfect. 

Everyone has lapses in taste, 
of course. To this day, I can’t 
figure out what got into me when 
I let a well-respected tailor at a 
well-known gentlemen’s store 
sell me a pair of pleated blue 
velour trousers. I am afraid to 
wear these out of the house 
anymore. The last time I did, it 
‘was mating season, and I was at- 
tacked by a swarm of horny 
caterpillars. It is even possible to 
go into any of the aforemen- 
tioned .tcres and come out look- 
ing like a fugee from steerage 
class. “ t 3 day, many Har- 
vard unde. ,1aduates — especial- 
ly those who went to private 
schools with names beginning 
with “Saint”? and ending in 
“sex”? — pride themselves on 
how expensively ungainly they 
can look, in that special way that 
only someone wearing salmon- 
colored slacks and a bottle-green 
blazer can. 

But the dirty little secret of 
the clothing business — do I 
dare? — is Filene’s Basement. 
Not that you can’t buy 
something perfectly good up- 
stairs, mind you, but downstairs 
is a treasure trove. You can find 
Brooks Brothers and J. Press 
labels galore here at the end of 
each season, at a fraction of the 
original retail price. But, of 
course, before these have made 
their way to the basement, they 
have undergone a process of not- 
so-natural selection. At sales for 
their regular customers, and 
then for the general public, these 
stores have weeded out all the 
merchandise they can possibly 
sell at their sale prices before let- 
ting Filene’s get hold of it. 

But be patient. Many of the 
best stores, including Brooks 
Brothers, buy merchandise from 
several large manufacturers. One 
of the most popular is 


Southwick, which also advertises 
its own line independently. 
Southwick, like any producer in 
what we loosely call the free 
enterprise system, occasionally 
misjudges demand — especially 
in an economy like this one — 
and is left with a huge overstock. 
This, too, ends up in Filene’s 
basement. Last fall, without 
labels, of course, Filene’s base- 
ment was selling a line of sport- 
jackets and suits which 
remarkably resembled the 
current fall/winter line at several 
of the best men’s stores in town 
for less than half of what they 
would have cost at regular retail. 
Of course, if you bought at 
Filene’s, you had to dispense 
with Mr. Smythe, your personal 
man who has known just the 
right thing for you since 1901, 
and Mr. Murphy, the tailor who 
still remembers that you dress 
left (most men do). But the 
savings might have been worth it 
to you. 

It is, I suppose, more the at- 
mosphere than anything else, 
which attracts men to stores like 
these. The deference, the 
respect, the cathedral-like at- 
mosphere so unlike the down- 
town behemoths, the pleasant 
anachronisms — detachable 
collars (see box) have gone up to 
$3.75 apiece at Brooks Brothers, 
but every man should have a few 
in his collection — the air of gen- 
tility — these are the hallmarks 
of the good gentlemen’s fur- 


nisher. “Brooks Brothers doesn’t 
sell suits, it sells uniforms,” a 
cynic once remarked; in a sense, 
of course, he is absolutely right. 
Brooks Brothers is not so much a 
store as a way of life. Does Jor- 
dan Marsh run newspaper adver- 
tising which bids its customers 
to cast their minds back to the 
day their father brought them in 
for their first Jordan’s blazer? If 
you flip through the New York 
Times, you can easily differen- 
tiate Alexander’s from Gimbels 
from (shudder) Saks Fifth 
Avenue by the loud, splashy 
logos at the bottom of their full- 
page ads. On the other hand, 
who could tell, without checking 
closely, whether that 1/16th of a 
page, gray-bordered, un- 
derstated Burberry ad came 
from Brooks or Press or Tripler 
or Chipp? Those ads are for 
merchandise, not stores. The 
stores in question have no need 
to bruit their names about. 

And so, dear friend, we leave 
you, at the cross-roads of a new 
life. Say hello to pinstripes and 
muted plaids, the odor of board- 
rooms and the aroma of cognac 
and the sound of backgammon 
counters piling up in the middle 
of the board. Say hello to Oyster 
Bay, sleek, shining Bentleys and 
long-limbed women with 
straight blonde hair and linen 
skirts. 

And say goodbye to double- 
knits, Revere Beach and dollar 
nights. 
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You'd Be Surprised 
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- Shoes 


367R Boston Post Road 
Sudbury at MillVillage 
443-9414 
M, T, W 9:30-5:30, Th, F, 9:30-9; Sat. til 5:30 














Your talent deserves 
the best leather. 


Leather work is an art... it deserves the finest you can buy. Byron, the 
country’s oldest tannery, has developed a leather of natural tannage 
especially for arts and crafts .. . in two full-grained strap leathers. 
These easy-to-work leathers are tanned with hard rock oak bark 
using the long, slow “yard” method. SOFT TOUCH, a lightly buffed 
leather; ROCK OAK, hand buffed to a delicate sheen. Both available 
in a variety of weights. 


NOW — BUY DIRECT FROM THE TANNERY AND SAVE! 


INTRODUCTORY OFFER: 
ROCK OAK carving strap cowhide, hand buffed, sells in 
our store — $1.35 sq. ft. — 7-8 oz. 


CALL, WAITE, VISIT for additional information. 
THE TANNERY STORE 


at the Byron Tannery 


where the Conococheague meets the Potomac 
Williamsport, Md. 21795 1-301-223-7503 
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WB2Z’s Wonderful World of Fashion 


What the Eyewitness News team wears—just for show 


By Clif Garboden 


The clothes of the television 
performer must be attractive 
and stylish, but not too conspic- 
uous or too showy in any re- 
spect. The television viewer ex- 
pects the television performer to 
be well dressed, in the same 
manner as employees of banks or 
other respectable business es- 
tablishments are dressed. 

Herbert Zettl, Television 
Production Handbook 


False Impressions 

Television viewers expect a 
lot. They also believe what they 
see and not much more. The 
small screen defines the boun- 
daries of the audience’s per- 
ception. When Bruce Schwoeg- 
ler stands before his brightly 
painted map of New England 
and recites the latest litany of 
barometric readings, he is actu- 
ally standing less than five feet 
away from a pile of junk furn- 
iture littered with half-empty 
Dixie cups. But he comes over 
like he’s ambling about in a spa- 
cious, clean and friendly room 
instead of posed in front of a 
small stage set in the corner of an 
enormous, forbidding and clut- 
tered studio. 

And the newscasters them- 
selves — so clean, so neat, so 
miserably flawless. Surely, there 
must be a minor army of beauti- 
cians, fashion coordinators, cos- 
meticians and image makers 
hovering around every local TV 





ash i) hit 


Threads in the magic box: natty, natty 


personality, preening loose 
threads and lacquering each hair 
in place. 

Do you believe that? Well, 
that is foolish. Another thing you 








CREATE 


The 
Sandal 


Shop 


Styled Designs & 
Custom Leather 


(617) 354-8009 


YOUR OWN CUSTOM-MADE SANDALS. 


1160 MASS. AVE. . 
CAMBRIDGE, MA 02138 


don’t see is Tom Ellis and Tony 
Pepper leaning over the sink in 
the WBZ men’s room every night 
putting on their own make-up. 
This is not to suggest that the 
world of TV fashion over at 
Channel 4 is slipshod and hap- 
hazard. They must be doing 
something right since everybody 
from Marian Christy to the edi- 
tors of Apparel Retailer mag- 
azine are hot to get the lowdown 
on the haberdashery habits of 
Boston’s number-one-in-the-rat- 
ings TV news team. But the best 
thing about looking behind the 
scenes at a television station is 


always the inevitable shattering 
of long-nurtured illusions, like 
the one about all the careful 
planning behind what local per- 
sonalities wear on the air. When 
you think about it, any situ- 
ation that requires people to be 
both journalists and fashion 
plates on top of a hectic daily 
schedule can’t be all that organ- 
ized. The WBZ management has 
simply decided that Tony Pep- 
per is old enough to dress him- 
self, and it’s easier — and more 
economical — not to employ a 
bevy of pests to oversee how he or 
any other newsperson looks on 


the job. 

This isn’t true everywhere. 
When Pepper worked for a sta- 
tion out in Colorado, people from 
the production department 
would measure his sideburns on 
a daily basis. ‘““There’s no part of 
my body that hasn’t been vio- 
lated in the past, or at least the 
attempt has been made,” says 
Tony, “but here-I’ve never had 
any trouble.” 


It seems that the WBZ front 
office only meddles in their stars’ 
appearances until they’re sure a 
level of mutual accommodation 
has been established. When Pep- 
per first came to town publicity 
director Jay Francis took him by 
the hand and trucked down to 
Louis to select a Boston ward- 
robe. Since then, Tony’s been on 
his own and has accumulated a 
collection of nine suits and four 
sportcoats — enough to rotate 
and never wear the same thing 
two nights in a row. The station 
pays for most of his clothes 
through a reciprocal agreement 
with Louis. It’s part of Pepper’s 
contract, otherwise he’d go broke 
buying his own $300 suits and 
$30 tailored shirts. He confess- 
es, “I generally gravitate to their 
Berkeley Shop, not because I’m 
told to buy budget clothes, but 
because that part of the store 
carries the style I prefer.” 


Pat Mitchell had a rougher 
initiation. When she first went 
on the air (her first job in front of 
the cameras), she was replacing 
Pat Collins, a local fixture dur- 
ing the mid-60s who, like so 
many before her, fled to Man- 
hattan for a shot at the big time. 
Well, Mitchell’s hair was short 
and streaked blond — just like 
her predecessors — and be- 
sides, she had the same first 
name. The station figured this 
would confuse the audience, 
which gives you some idea of how 
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Go Frenc 


T-Flirts are here, and you're just in time to say Je t'aime in Blue, Yellow, 
Black, Brown or Beige with complementary lettering. Voulez vous coucher etc. 
is available in the same colors. What a natural over jeans! Soft cotton knits. 
Machine wash & dry. Specify S, M, L or XL and if male or female. Only $5.98 
plus 50¢ for post and hand 2 for $12.00 ppd Add sales tax. Distribution wanted. 


30 East 42 Street, New York, N.Y. 10017 














bright they think we are, so they 
bought Pat (Mitchell) a set of 
dark wigs. 

“T was miserable,” Pat recalls. 
“I was having enough trouble 
finding out who I was on the air. 
I didn’t even look like myself. 
Eventually, it got to be a real 
emotional and _ psychological 
thing. So after I was off for a 
holiday break once, I came back 
and convinced them to let me 
use my own hair. There hasn’t 
been any problem since. 

“Nobody ever says anything 
about what I can or can’t wear, 
but you know it is implied that if 
something seems especially dis- 
tracting — like a big heavy neck- 
lace — that I should stop using 
it. I used to wear big hoop ear- 
rings.and they were all you could 
see dangling around while I was 
talking, so | don’t wear earrings 
anymore. 

“When I do theater reviews, 

Continued on page 16 
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Testing: Tony Pepper checking out a new 


suit before the cameras, and Pat Mitchell checking a new shipment from Bobbi Baker 
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SUNSHINE STRIPES. Stolen from a shirt. Crisp. 
crackling cotton for the big time. Summertime. Big smock 
night shirt, skinny stripes of navy or burgundy on white, 
$44. Cap sleeve shirt dress in multicolored stripes on 
cream, $40. Both for sizes 4 to 12. By Genre. 

Ann Taylor, Back Bay, Harvard Square, South Shore Plaza. 
Natick Mall, North Shore Shopping Center, Chestnut Hill 
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GETTIN’ A LOOK TOGETHER... 
LANDLUBBER® DENIMS 
DO IT AGAIN 


Livin’ and lovin in denim— natural, 
down-to earth clothes for us. And the 
more you wear them the better they look. 
So get it together in an overall style, 
pre-washed navy jumper, 18.00; 

with an Indian gauze plaid shirt, 
12.00. Or Chelsea, natural 

waist cuffed navy jeans, 

16.00; worn with a 

striped terry T-shirt 

that zips as far down 

as you dare to go, 

11.00. Cotton 

denims in sizes 

5 to 13. Cotton 

shirt and nylon 

and cotton T in 

sizes S-M-L. 


Stage Il, 

Street Floor Boston, 
Brockton, Framingham, 
Medford, Quincy, 
Saugus, Stoneham. 
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Mall, Burlington Mall 
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INMAN SQ. HABERDASHER, INC. 


APPAREL FOR MEN ~ NURSES UNIFORMS 


1360 CAMBRIDGE STREET CAMBRIDGE, MASS. 02139 


——— What Is Hip? 
em fie." 























At Symphony in our three-piece all-wool wonder. Chic, no? Three 
rows down, there’s this guy in sequined fur and jeans wearing baby- 
blue boat shoes. Chic, no? Yes? 

At a cocktail party in the home of an illustrious North Cambridge 
Brahmin in our oatmeal-gray tweeds, set off by Sears and Roebuck 
steel-toed work boots. We are complimented by our hostess, who is 
elegant in her Elton John t-shirt. 

Let’s figure this out. Is dishevelment now a sign of sartorial 
superiority? Then why are all those people going to the Boston 
Garden dressed like Cary Grant and Penelope Tree? Is the idea to 
look better or worse than the couple at the next table? Is looking bad 
good and good bad? Do we dress up because we don’t know any better 
or down because we know so goddamn much? Does that waiter know 
we’re wearing this work shirt on purpose? Should we add a pastel silk 
tie so he’ll know we have the suit to go with the shirt? What will they 
think of us if we wear this? And what will they think of us if we don’t 
wear that? 

_Is it permissible for brides to go to altars in halters? Sophomores to 
wear Blass to class? Vandals to wear sandals? Really, is nothing 
sacred? , a 

Well, we just don’t know. The entire fabric of fashion etiquette has 
been rent. Our couturish sensibilities are trend-weary, shop-worn 
and thread-bare. Frankly, we are miffed, confused, paranoid, 
frustrated. To redress our ignorance, we have consulted the eminent 
fashion designer and blade-about-town, Bernard de Cordovan, for a 
straight answer to a seamingly unsolvable quandary: what to wear 
when. He was gracious — condescending, but gracious — and provid- 
ed us with the following guidelines. Wear them well. 


What to Wear 


To your 10th high school reunion 


Chic: Gauche: 
Graying temples and orthopedic A white sportcoat, a pink carna- 
shoes tion, a case of zits and a hard-on 


esate 








If you’re under surveillance 


Chic: Gauche: 

A white chiffon bandolero, a red A Burberry trenchcoat, a gauze 
bodystocking, taps and a Sony headwrap and mittens 

radio tuned to WILD 
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EXERSOLE 


the shoe yourfeet [ae ag He a) A 
were born to walk in. 3 P \ To walk through the pve late at night 


FREECOM FOOT: deisel a — Chic: Gauche: | 
yah l May ry pa — ae ‘tas 1 A hat pin dipped in curare A tear gas pen and pencil set and 
NATURAL CON foes OF at eS. bicycle reflectors 

FIVE TOES. NO TOE CRAMP- . ee j ’ ball 

V0 WAY. FREEDOM CANBE We To a lumberjacks’ ba 

50 IMPORTANT. Chic: Gauche: 

A buzzsaw tie clip A toothpick and antlers 























THE REAL THING: 


THIS IS THE SHOE THAT /S 
A IN SO MUCH DEMAND TOOAY 
FATS Comrie: BY NATURE LOVERS EVERY WHERE. 
YOUR FOOT NEEDS TO BREATHE”: VATURALLY) (T'S THE EXERSOLE BY THOM MCAN. 
THERE'S VOTHING LIKE REAL LEATHER sem /7'5 THE REAL THING. 
70 GIVE VOUR FOOT NATURAL ‘ * 
COMFORT AND SUPPORT. 
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For hitchhiking 


Chic: Gauche: 
A peasant dress, a sign that A convict’s uniform, a sign that 
peau : reads “Wellesley” and a quart of reads “Quonset Point, eo) Is- 
OWER HEEL ~ Quaker State Motor Oil land” and a six-piece set of Sam- 
ROCKER SOLE CONTOUR ARCH vue & : 

WHATS WHAT SEPARATES sonite luggage 
WHEN YOU WALK YOUR YOU GET ADDED fEXERSOLE FROM THE OTHERS. , 
WEIGHT SHIFTS ALONG SUPPORT WHEN THIS sei To a massage parlor 
FROM HEEL TO TOES, UVIQUE CONTOUR NO RAISED HEEL TO Chie: Gauche: 
THIS EXERSOLE ROCKER ARCH TRACES THE SHOCK YOUR SPINE, THIS Fie ae — 
SOLE TAKES THE WEIGHT NATURAL LINE LOWER HEEL ABSORBS THE Glad Bag boxer shor codp 
IN STRIDE AND HELPS BETWEEN THE BALL MEGL-GRARAYD CONTACT For an appearance on Candlepin Bowling 


IVE YOU NATURAL TOE OF YOUR FOOT AND SMOOTHLY... LIKE WHEN 
Sprine” LESS TIRING, YOUR HEEL. YOU WALK BARE FOOT ON SAWD Chic: Gauche: 


LESS SHOCK. LESS TiR — / A conch shell necklace from Ja- A Clairol Hi-Curl set from Ja- 
— maica maica Plain 




















$189797~ Women's from $169 
Men's from %18 men's m To a male consciousness-raising group 


Only from Thom WcAn eee naturally Chic: Gauche: 


- A puce millstone around your Mennen Lectric Shave and a 
DOWNTOWN AND SUBURBAN THOM MEAN STORES neck and Hush Puppies black dickey 


aaa 
































If you’re a schizophrenic on the way 
to your first psychiatric exam 


Chie: 

Matching socks and a Brooks 
Brothers sharkskin suit with dor- 
sal lapel 


Gauche: : 
A straightjacket, casually tied at 
the waist 
































If you’re listening to a David Bowie album alone 


Chic: 
Nipple rouge and a mink jock- 
strap 


Gauche: 
Red toenails and wedgies ~ 


To the opening of a McDonald’s 


Chic: 
A Big Mac cardboard body box 














Gauche: 
Bagel anklets and a fish head 


surcingle 


























To an open-casket funeral 


An Edwardian picnic hamper 
and opera glasses 


Gauche: 
Pancake make-up 


If you’re an exhibitionist 


Chic: 
A Venetian blind sheath 


Gauche: 
Dr. Dentons worn backwards 
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Windsor Button Shop 


36 Chauncy Street. Downtown 


Also in Braintree © Burlington 
Peabody © Framingham © Worcester 





Countless fashion and craft supplies 





























Illustrations by Lynn Staley 


If you’re a junkie without connections 


Chic: 
A poppy boutonniere and a bag 
of jellybeans 


Gauche: 
Matted body hair and a .45 


For adultery 


Chic: 
A tear-away Oxford jersey 


Gauche: 
Foster Grant wraparounds 


To the sale of an alternative weekly newspaper 


Buying—Chic: 

A shantung t-shirt with French 
cuffs and three-piece silk under- 
pants 


Selling—Chic: 
A second-hand double-breasted 
pin-stripe suit 


Gauche: 
A WIN button and a Tony Or- 
lando coiffe 


Gauche: 
A second-hand double-breasted 
pin-stripe suit 











TALL TALK SHOES 
FASHION SHOES 
FOR 
TALL GALS 











Fashion 
winner 
-the 
wedge 





‘ $2 500 


just sittin’ on top of 
the world, strolling along on a 
leewood wedge! In a camel, 
green, yellow, white leather. 


Sizes 
10"%-14 


$22 


the sporty es- 
padrille traveler with crepe sole 
comfort. In white, camel. 


We have a complete spring & summer collec- 
tion of shoes for the Gals who wear sizes 101% 
to 14. Come in today for one of our latest 
catalogues. 





489 Washington St. 
Boston, Mass. 02111 
617-482-8573 
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Continued from page 13 

I’ve worn all sorts of things — 
halter tops, funky clothes — and 
no one seems to object, but when 
Tom [Ellis] was off for a week 
and I took over co-anchoring the 
news, they did call me in to say, 
‘Look, you’re not going to wear 
those same things to give the 
news, right?’ ” 

Tony Pepper actually does go 
out to Louis in person. He goes to 
the store in the Chestnut Hill 
Mall because he hates to drive 
downtown. The last time he 
went, he picked out about 11 
suits and brought them back to 


Make-up specialist Louise Miller doing Pat up 


the station to try them out for 
the cameras. Suits have a habit 
of looking drastically, different on 
the tube. Sharp tweeds can as- 
sume an unassuming drabness. 
Some knits come to life under 
studio lights. You never know 


- until you try. 


Pat Mitchell doesn’t have 
time to shop for herself these 
days, so Bobbi Baker just sends 
over her outfits. They’ve been 
dressing people for television 
long enough so they know what 
they’re doing, and they follow 
Pat’s general guidelines. She 
says they almost never miss. 


With the advent of her new day- 
time show, she needs more 
clothes so she’s negotiated for a 
clothing allowance as part of her 
new contract. 


Making Up Is Hard to Do 
Everybody at .WBZ says they 
enjoy the freedom to dress them- 
selves. They see it as part of their 
professionalism. They can han- 
dle that easily, but a good way to 
look warmed over on television, 
no matter how spiffy your at- 
tire, is to wear bad make-up. 
The station doesn’t employ a 
full-time make-up artist. A wo- 


man named Louise Miller, a 
freelance make-up specialist, 
comes in every so often to teach 
new personalities how to apply 
their own cosmetics. The male 
newscasters do their own every 
night. So do the women, except 
for Pat Mitchell, who is on the 
air for an hour in the afternoon 
and doesn’t have time to do it 
herself. Make-up people come to 
the station to do Pat every mor- 
ning at 11, while she goes over 
her guest list and discussion top- 
ics with Woman ’75 producer 
Lisa Taylor. 

Pat explains: “You have to 


wear much more make-up on 
camera than you ever would in 
daily life. Even so, the studio 
lighting is so bright and you of- 
ten end up looking like you're 
made of shiny plastic.” 


No-Nos 
Dressing for television isn’t all 
flash and fashion. Whatever your 
style — the Ellis gangster look, 
Pepper’s earth-toned lawyer or 
Schwoegler pseudo-hip — you 
can’t wear just anything. The 
television camera makes some of 
the rules. 
Continued on page 18 
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HeadQuarters takes great care to discuss the many styles 
that are available and to help you select the style that will 
make you look best. The HeadQuarters philosophy is a prac- 
tical one: to give you an undetectable, long-lasting and 
comfortable head of hair, styled to complement your fea- 
tures and your personality. 


HeadQuarters 272-3183 


120 Cambridge St, Burlington, Mass. 01803 
ee 


Free Book & Free Consultations 
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The mood 
is blue— 
faded blue chambray. 
And the style is a 
Lee Baseball jacket. 
Matching Lee Leens 
with cuffs. 
Both are faded 
piue chambray. 
ee FS To team up with 
Lee pincheck shirts. 
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Thumbs! Have we got news for you! 


There’s an old saw that goes: “Be good to your saw and it will be good to you.” First, 
measure and mark your work precisely. Always cut on the waste side of the mark. Most 
saws cut in one direction, usually on the forward stroke. On the back stroke, lift the blade 
to reduce wear. If a saw binds in the cut, use a knife to wedge the sides apart. Finally, 
wipe the blade with an oily rag to prevent rust. 


“Family Handyman” with Steve Davis. Saturdays. 


WEE] NEWSRADIO 59 Wrerefosion urs for news 


Canadian Craftsmanship. Coolleather Built-in 
leathers. lining. heel support. 
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with nocosmetic cover ups The sons) guide production Good ~ and. sincefewmaterialsbreathe helps hold your ankle and helps 
leather pores breathe treely So work. much of it sull done by — as well as leather. a little extra your Roots hold thew shape 

do your feet \ hand. 1s 4 family tradition coolness as well m 
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“Boston's Largest Army & Navy Store” 


<+ Snyder's 


» Army Navy Storé 
601 Washington St.,Boston 


4206-6588 
557 Boylston St., Copley Square 


536-2433 
r ; — 
camping supplies « sleeping 
bags ¢ duffel bags « back 
packs ° navy pea coats « 
Air Force parkas « 13 but- 
ton sailor pants ¢ army 
surplus clothing * shoes _ 
and boots « painter’s white 
dungarees ¢ farmer’s | 
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Salon Monte Carlo, Brook House, Brookline 


announces the opening 


Werte Gtbalon 


430 Essex St. Lawrence, Mass. 








Our Salons offer quality in hair cutting 
and hair coloring by giving individual 
attention to both him and her. Our special 
techniques make for a unique and ver- 
satile new look! 
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Visit any one of our fine salons BOSTON’S LARGEST 


SELECTION of 

Western Jeans — 

Jean Jackets — 

Western Shirts in 

Denim and Chambray 

All the Top Brands a 


Salon Mente Carlo CasaBlancaSalon Monte Carlo Salon 


BROOK HOUSE 

55 Pond Ave. ~ 270 Atlantic Ave. > 430 Essex St. 
Brookline, Mass. Boston, Mass. Lawrence, Mass 
232-7031 227-4310 682-6464 
566-8167 523-8754 687-9750 
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To Have 
And Have Not 


At 11:30 each night when the 
Eyewitness News team is sign- 
ing off to the strains of some 
spy-movie theme, a message 
flashes across the screen telling 
us that Pat Mitchell’s ward- 
robe is furnished by Bobbi Bak- 
er. There goes another popular 
misconception. Millions of 
viewers, noting the plug, as- 
sume that Pat is literally roll- 
ing in fancy duds supplied gra- 
tis by the Chestnut Hill bou- 
tique for the sake of the free ad- 
vertising. 

Here’s the way it really 
works: each Monday, a bulging 
Bobbi Baker plastic garment 
bag is delivered to Pat’s dress- 
«ing room. Inside are five ‘‘tops”’ 
— blouses, sweaters, scarves, 
jewelry — and no bottoms. 
(’at sits behind a desk on the 
11 o’clock newscast.) These are 
for Pat to wear, one per day, 
Monday through Friday, on the 
air — but only on the air. Each 
night, before she goes on, Pat 
runs into her dressing room, 
throws on one of these tops, 
wears it for about seven min- 
utes and then changes back. 

“‘We don’t even take the 
store tags off;’ Pat explains. 








*‘We’ve become experts at 
hiding them in sleeves so they 
don’t- show up on camera. At 
the end of the week, we send all 
five tops back to Bobbi Baker, 
and-I think they recycle them 
— send them around to other 
performers — and then even- 
tually, they may mark them 
down and sell them.” a 

Apparently this type of ser- 
vice is not without its rewards. 
Bobbi Baker does, believe it or 
not, get calls from women who 
wish to find out about that nat- 
ty scarf Pat wore last Friday. 


When Pat digs out something 
of her own that she may have 
bought last year with her cour- 
tesy discount, the Bobbi Baker 
people get all perturbed be- 
cause customers come in asking 
for something they don’t carry 
anymore. 

If they were smart, Bobbi 
Baker would cash in on the his- 
toric value of the clothes they 
get back from WBZ. “Special 
today: the blouse Pat Mitchell 
wore to review At Long Last 


Love.” 
—C.G. 
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Continued from page 16 


The newest restriction is based. 


on a technical process known as 
“chroma key.” This is the spe- 
cial effect that allows newscast- 
ers to sit still while pictures of 
towering infernos, graphics il- 
lustrating “‘the economy” and 
slides of deposed dictators turn 
off and on in the background. 
Simply explained, the chroma 
key technique uses two cam- 
eras. The newscaster sits in front 
of a solid blue background with 
one camera focused on his face. 
Meanwhile, the second camera is 
taking a shot of the still or 
graphic selected to form the 
background. Through the magic 
of electronics, the two images are 
mixed, and the second picture 
appears in any area that is blue 
in the first. Therefore, if Tom 
Ellis was wearing a blue shirt, 
we'd see a still of Teddy Ken- 
nedy or whomever through his 
chest. This can even happen if 
someone’s eyes are too blue. 
Simple rule: don’t wear blue. 
The second major technical 
consideration is contrast. Pure 
black against pure white scares 
the pickup tube inside the TV 
camera and us Jally destroys the 
picture quality. The same phe- 
nomenon can manifest itself 





Manufacturers and Importers of Fine Men's 
Sport Shirts/Sweaters/Neckwear 
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116 HARVARD AVENUE 
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more subtly. Busy patterns and 
some knit fabrics jump and wig- 
gle as the processing electronics 
try to keep up with the small 
drastic tonal changes. This can 
result in halos or tears in the pic- 
ture — or worse yet, strange and 
distracting patterns that you'd 
never see in real life. In his inter- 
view with the trade journal Ap- 
parel Retailer, Tony Pepper re- 
called one instance when the 
camera translated the pattern on 
his tie into a field of swastikas. 
The station got letters. Busy pat- 
terns and polka dots are out. 

Though it is less true with the 
new color camera equipment, 
shiny jewelry like tie clips have 
an especially disturbing effect on 
television pictures. Their spar- 
kle turns to glare and starburst 
patterns that can be as hard on 
the eyes as they are on the cam- 
era Circuits. 

The general rules which apply 
to looking like a human being on 
the small screen are based on the 
fact that people look chunkier on 
television than they really are. 
Both faces and stomachs tend to 
widen, so clothing has to be trim 
and vertical. Otherwise, every- 
one would seem to be built like 
Andy Devine. 


The Politics of Appearance 

Of all the Boston TV news- 
people, the clotheshorse reputa- 
tion belongs primarily to Pat 
Mitchell, for the simple reason 
that she always looks good on the 
tube. Add to this the fact that in 
her capacity as entertainment 
critic, she does appear in public, 
generally dressed to the teeth. 
Elma Lewis, in fact, recently ap- 
proached Pat at some theater 
opening and, after bemoaning 
the fact that glamorjhas gone out 
of Boston nightlife, compli- 
mented Pat, saying what a relief 
it was to see her come in so beau- 
tifully dressed. 

Pat doesn’t worry about any- 
body else looking glamorous at 
theater openings, but she does 
love clothes. She started clerking 
in an Athens, Georgia dress shop 
while she was in college and 
worked her way up to the posi- 
tion of buyer by the time she ; 
graduated. Here, she says, she 
learned about clothes and spe- 
cifically how to buy unusual 
clothes. 

“T have a strong sense of what 
looks good on me... .” she says. 
“T’ve always been into clothes. I 
play with it like some people 
play with cooking. . . . It doesn’t 
feel like an act to dress up be- 
cause it feels like me...I can 
walk into any store and know in- 
stantly what I like and don’t 
like.” 

She says a lot of things like 
that, but only if you ask her, 
which is embarassing to do. Af- 
ter all, Pat Mitchell is more than 
just a pretty face. Her daytime 
show, Woman ’75, is trying to be- 
come a serious counter to soap 
operas and game shows. Pat 
knows her clothes all right, but 
there’s more at issue here than 
just what cute little number 
she’s going to sport next Thurs- 
day. 

Television personalities live on 
their image, and Pat had been 
fumbling around ‘wearing wigs 
and smiling a lot, being all 
things to all people and looking 
like every adolescent boy’s day- 
dream of the girl next door. And 
she’s been accused of either ac- 
ting like a dressed-up Southern 
belle or of being too old to break 
into television. It’s confusing. 
With her new show, it’s more im- 
portant than ever that people 
take her seriously, and the ques- 
tion is, can she get away with 
looking that gussied-up and still 
be credible? 

She says she can. Her answer 
to questions about why she 


po 


dresses as she does and if she 
plans to change, Pat claims that 
her image is, at last, ‘herself?’ 
She says she’s comfortable dress- 
ed to kill at an opening or dress- 
ed to talk on herafternoon show. 


_She never denies that she does 





care about her hair, her nails, her 
clothes. She can, and will, dis- 
cuss trivial things like the fact 
that she wore pants suits for over 
a year, but now she thinks she’ll 
start wearing skirts again. But at 
the same time she is talking 
about her image she talks about 
her audience. 

“They care about having 
clothes and buying clothes. I 
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think I'd be threatening to a 
large part of my female viewers if 
I acted like I didn’t. I can let 
them know that I care, and then 
try to show them that caring 
about your appearance is fine, 
but it isn’t enough.” 

This philosophy, that sounds a 
little like infiltration and con- 
version, may or may not be po- 
litically sound, but Pat Mitchell 


isn’t trying to be subversive. It’s 
just that it’s hard to be a TV per- 
sonality and a credible feminist. 
The medium demands that a 
performer be either outrag- 
eously one thing or another or 
else a low-key version of the de- 
sired image. Looking good on 
television is a virtue, and Pat 
can’t see dressing down for her 
audience. 
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Three ways to unmelt the pot 


By Christine Gratto 

It’s possible that someday 
someone will do a study on 
the sociological importance 
implied in the successful 
merchandising concept of 
ethnic boutiques. When they 
do, I’m convinced they’II find 
it must mean something 
about all the diverse and 
strong ethnic identities em- 
erging from this country’s old 
melting pot theory. 


> 2 % 


Meanwhile, it’s fun to ex- 
plore my theory by wander- 
ing in and out of all the bou- 
tiques, looking, touching and 
wearing clothes which reflect 
a rich cultural heritage from 
other countries. 

Finding boutiques which 
carry styles from faraway 
places is easy in the Boston 
area. They’re everywhere, 
creating a sophisticated mar- 

Continued on page 26 
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THE $85 AFRICAN LOOK: The Saturday afternoon costume class at 
the Elma Lewis School tries to concentrate on their projects, while 
Amanda Hamilton poses in this long wrap skirt and overblouse of 
fabric handprinted in Nigeria. The dramatic design of bright green 
and black is derived from traditional Adire batiks. The necklace of 
hammered brass and shark vertebrae has “adinkra” cloth stamp 
motifs worked on brass. From Aladire, 166 Newbury St., the skirt is 
$30, necklace $35 and overblouse $18. 


THE $87 GREEK LOOK: The Custom House tower is reflected in the window of the Cafe Jean Paul as 
Bonnie Dawson enjoys a carafe of wine. She’s wearing a hooded Electra-patterned cotton caftan, one 
of the many Greek imports from the island of Mykonos sold at the shop of the same name at Lewis 
Wharf. The caftans come in an assortment of colors — olive green, dark blue, dark green, burgundy 
and white on white — and are priced at $35. The “Zulu” silver necklace from Athens is $15, the brace- 
let and earrings $6.50 and the creamy white handcrocheted shawl $30. 
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© e ‘ Looking for a steak for under _anall-you-can-eat buffet, in- 
ey $2.00? Want to watch a belly cluding lobster, corned beef, 
e dancer while you dine? Like lox, chicken and Bloody 
Bab =m srs ' to eat in a replica of a Cam- Mary’s, for less than $4.00? 
Wie rows You: bridge streetcar? Hunting for _If you want any of these, or 
other great deals, then you 
can’t live without........ 
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Jacae Coope 
Living in the material world 


By Christine Gratto 

At 27, dress designer Jacqge 
Cooper says she’s using her 
talents to do what she never did 
as a kid. She’s playing dress up 
— on a big scale. 

“Life is really a drama,” she 
believes, ‘‘and it’s to be 
respected.”’ For Jacqe, the airy 
high-ceilinged workroom/studio 
she’s just established at 36 
Bromfield St. in downtown 
Boston is a fantasy dressing 
room for the bittersweet reality 
she knows is there as soon as she 
leaves her working world of soft, 
colorful fabrics. 

“The difference between me 
and a dreamer,” she says, “‘is 
that I’m really living life. I’m 
finding the way to make my ro- 
mantic fantasies mean some- 
thing.” 

She’s obviously successful 
with that ambition. She sells her } oe ifiiea oe , ss % 
designs to Henri Bendel, a posh Designing Woman: Bolts of fabric line the walls of Jacqe’s sewing Model Sue Thompson provides the human form on which Jacge 
high-fashion store in New York area Cooper drapes a swath of white silk 


, 


\puseg Auer 





City, and a specialty boutique on 
Long Island. Locally, she creates 
clothes for private customers, 
women who share her vision of 
femininity. And, at the moment, 
she is working on a special con- 
cept for women’s hosiery, which 
she doesn’t like to talk about too 
much because it’s still in its in- 
fant creative phase. 

“My dress designs are very 
special,’ she says. ‘You're not 
going to mistake anyone who 
wears them for anything but a 
female.”’ 

It’s easy to understand that 
when you see them: clingy matte 
jersey dresses of Quiana, some 
with dipping handkerchief 
hemlines, others with cowl neck- 
lines which can be worn as 
hoods, backless, floral-printed 
cotton chintz sundresses, with 
huge pockets on wrap-panel 
skirts; oatmeal-colored blouson 
tops, made of an open-weave 
drapery fabric, which are mated 
with draw waistskirts cut on the 
bias. 

And it’s not surprising to hear 
her opinion of the women’s 
movement. The part about jobs 
and equality she agrees with, but 
joining groups and_ shouting 
about it disturbs her. ‘‘A 
woman’s strength to me is very 
often her charm and 
femininity,” she says. “It’s her 
secret power. The typical women 
who join these groups don’t know 
how to use or enjoy being a 
woman.” 

Still, she doesn’t always step 
out in high heels. Recently, when 


e 
she did a lot of the carpentry and 
painting work in her studio, she 
wore jeans for about two weeks. 


“But it was driving me crazy,” 
she says. “I believe in change 


& 
‘ and contrast. The way I really 
like to wear jeans is with a silk 
® top.” 


Change and contrast provide 
Jacqe with her biggest source of 
inspiration. “It’s the reason I 





















































A tremendous selection of famous maker tennis footwear for the entire 
family at unbelievably low, low prices. Come to any one of our Money love New England,” she says, 

. ° ’ ’ ‘‘even though I really suffer 
Saver Stores and SAVE on a wide selection of men’s women’s and scainl st aieties * Gate oe 


youngster’s tennis sneakers, including extra - large sizes. And — we also be used to it. She grew up in 


Great Barrington and decided to 
work in Boston because ‘“‘it’s a 
‘ more manageable city than New 
There is a FACTORY SNEAKER OUTLET near you: York.” 
Four years ago, Jacge had no 
© ACTON — 409 Greot fd., Rte 2A (MF 9-9, Sat. 9-6) @ STOUGHTON — 43 Canton $t., Rte. 27 (M, Tu, W 10-5:30, Th, F idea she'd be draping, sketching 
10-8:30, Sot. 9-5:30) 344-967. and sewing dress designs. When 
© BURLINGTON — * . . x 
99, Set. — Uerty Plaxo, Rie SAUAF 5 siipgumy — 100A Boston Post Ad., Rte. 20 Woyland - Sudbury she graduated from Syracuse 
Une. Turn at Dairy Queen. (M, Te, W 10-5:30, Th, F 10-8:30, Sat. University in 1969, she went to 
© HYDE PARK — 1661 Hyde Park Ave., between Cleary & Wekott 9-$:30) 443-2874. 
Sqs. (M-T 10-5:30, F 10-9, Sat. 9-5:30) 364-4499. own te oa on work as an illustrator at a Boston 
© SO. YARMO’ITH — Long Pond Shopping Plazo, underneath the St. from Wallthom. Take Plecsant St. from Watertown. Toke North ad agency. After a year, she quit. 
water tower next to Bradiees. (Open Thur, Fri, Sot. eves til 9) St. from Albermarle Ployground. (M, Tu, Set. 9-5:30, W, TR, F Too stifling,”’ she says. 
394-2420. 9-9) 527-2263. Those early days of unemploy- 
Continued on page 24 
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Cooper 


Continued from page 22 

ment were days of self discovery. 
One day she woke up and realiz- 
ed she was always designing 
clothes in her head. “I had never 
really sewed before,” she recalls. 
“When I was in high school, I 
onee started making a shift, but I 
got bored and never finished it.”’ 


But interest gave her an im- 
petus to teach herself crafts- 
manship. “I really struggled with 
the sewing machine in the be- 
ginning,’’ she remembers. “I 
wanted a leather pants outfit, so 
I went out and bought a suede 
skin, designed it as I went along. 
As I worked on it, the concept 
evolved.” 

From there, Jacge proceeded 
to experiment with handpain- 
ting colored dyes on other leather 
clothes and handbags. Her 


favorite is her first: a fairy tale- 
like illustration of Adam and 
Eve appliqued on a long suede 
skirt. Those personal wardrobe 
triumphs led her to do some free- 
lance work for Roberts Furs on 
Newbury Street, where she 
learned how furs and leather 
work together. Now, she uses all 
kinds of fabrics: silks, cottons, 
certain synthetics — anything 
which will drape and flow and 
become an extension of the body 
and its movements. 





in Cambridge 





shopping dollar. 


r—Price Policy—— 


‘Clothes Call’ is designed to 
provide young women with 
the latest fashions at extremely 
affordable prices. Depend on 
us for top value for your 


Something New! 


clotpes 
call) 


at 1105 Mass. Ave. 


between Harvard Sq. and Orson Welles Complex 








ATTENTION 
WOMEN 


Visit Clothes Call at these other locations: 


Boston 56 Devonshire St. 
Allston 1235 Comm. Ave. 
Providence, R.I. 467 Angell St. 


*This coupon offer expires 
Saturday April 26, 1975 


i= dresses 


Ya: 
M4 


UB 


Shirts 


Lag pants 


0 OFF EVERY PRICE TAG 
i 1 0 % With this Ad 


The fact that she’s self-taught 
is very important to her. “In 
every area of any art, if you’re 
self-taught, you’re better. When 
you don’t-have someone else im- 
posing their theories on you, you 
develop your own. That’s what 
makes you unique.” 

“Unique” is one of the words 
she uses a lot. It makes her feel 
her designs are different from 
what comes out of the pages of 
Vogue or most retail stores. “I 
guess you might call it a kind of 
non-conformist attitude, but I 
think each person has a style 
which they can develop. Trends 
are only for those people who 
haven’t self-confidence. It may 
be necessary for the masses, but 
I don’t think it’s a positive 
quality.” i 

Would she ever like to get in- 
volved in mass production? “No, 
never! If my goal in life was 
strictly to make money, I'd do it 
and make a mint. But I would 
hate to limit myself to designing 
clothes for one sort of customer.” 
One of the things Jacgqe most 
enjoys about her work is meeting 
and getting to know a wide varie- 
ty of people without regard to 
their lifestyle, income, age or 
sex. 

Soon, she hopes to present 
some fashion shows of her 
clothes, and she’s approached 
the Women’s City Club of 
Boston about the possibility. 
She’s also interested in finding 


out if her clothes appeal to 
women who work in places like 
the Playboy Club. Once again, 
Jacqge finds appeal in the idea of 
contrast. 

A self-described chameleon, 
Jacque designs with herself in 
mind most of the time. “I feel 
different ages at different 
times,’’ she says, laughing at her 
own seriousness. Recently, how- 


‘ever, she must have been in a 


30s mood. Through an estate 
auction, she acquired some pure 
silk of that vintage, and it in- 
spired her to make up a series of 
elegantly simple wrap kimono 
tops that coordinate with skirts 
or pants. 

“It’s the most sensual fabric 
I’ve ever met,”’ she says of the 
various yards of different deco- 
plaid patterns and jewel-tone 
colors. Most of the prices for her 
clothes start around $40, but 
these silks are collector’s items. 
Depending on the particular 
print, she'll sell them for 
between $100 and $125. 

Most of the time Jacqe selects 
fabrics in earth tones, but lately 
she says her subconscious has led 
her to work with reds and dark 
Gothic colors. Her attraction for 
red is so strong she’s using a hen- 
na rinse to give a reddish glow to 
her long brown hair. 

Somehow, it seems fitting that 
Jacqe has adopted the unicorn as 
her personal symbol. It’s on 
framed prints around her studio. 














Cut out this coupon 
and save ten percent on 


everything at Bijou omHip Pocket 


from April 14 to May 15 


For Him: Suits by Jupiter of Paris & 
Scotts-Grey. Shirts by Roland, 


Nik-nik and Marrakech 


For Her: Skirts by Sir for Her & Pranx, 
the tops are by D.D. Dominick & Escapades. 


Visit Bijou at 


103 Union St., Newton Center 


965-0357 

Monday & Tuesday til 6 
Wednesda 
and Saturday til 6 


thru Friday til 9 














more. 





In the market for some spring clothing? Drop 
by Mandell’s and see our new collection. From 
jeans to formal wear, our prices are discounted 


20% to 30% 


This is not a special sale, but our new policy all 
year round. Come in and check us out. 


At Mandell’s you get your moneysworth and 


Mandell’s 


Newtonville, Massachusetts 02160 


Open Friday Evening 


311 Walnut Street 


527-6940 
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Ms. Cooper adjusts the tucks on the shoulderline of her latest cre- 
ation, a brown-matte jersey dress 


It’s silk screened on fabric she icorns so much, but I really iden- 
makes up in her designs. And.an__ tify with them. They’re alone, 
artist friend, Peter Perez, drewit even when they’re with other 
for her to use as a logo for her people and things. And they 
labels. have a uniqueness I really ap- 

“I’m not sure why I like un- _ preciate.’” c 
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|__ kup Poker 


$7.99 & $9.99 


usually $15.00 and $20.00 


Our most popular all-purpose carry-alls in medium and 
large sizes. In quilted Indian cotton prints with sturdy bound 
edges, fold-over button top. 

Medium size, 17%” long, 14” high, 6” deep.......... $7.99 
Large size 20” long, 14” high, 6” deep ............... $9.99 


Women’s Accessories, Street Floor, 
Harvard Sq. 














Cut out this coupon 

and save ten per cent on 
everything at Hip Pocket or Bijou 
from April 14 to May 15 







For Him: T-Shirts by Faded Gentleman John, and Himalaya 
and jeans by Mystique 

For Her: A Steve Gee original top & 

zipper jeans by Mystique & Outer Limits. - 











Visit Hip Pocket at 
101 Union St., Newton Center 
965-0357 
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We Mal Anywhere 


Distinctive Shoe Service ONE WINTER PLACE 
QUALITY SINCE 1917 BOSTON. MASS. 


LOOK OVER YOUR SHOE WARDROBE -— IS IT READY FOR SPRING? 
We offer a complete. personalized Shoe Service to which you wil! not hesitate 
fo entrust your Costly and beautiful shoes — Give them a ‘new look’ of the: 


Own 
DO ANY OF YOUR FAVORITES REQUIRE — rebuilding new heels 
heels recovered, plattorms recovered. new platforms. dyeing 
regiazing. resueding, toes removed 
french cording? 


ORTHOPEDIC ADJUSTMENTS and PRESCRIPTION WORK A 
SPECIALTY 


— 
Santacross 











MAIL or Bring Your Shoes to us Now 
We re-sole WALLABEES @ FRYE BOOTS 


if YOU Have An individual Shoe Probiem. WE Have The Solution 





You wil also find a quality line of — Polishes. Cleaners. Dressings and 
Accessories for your footwear in OUR STORF 


426-6978 








~Opticus”) 


OPTICIANS 
eMetal Frames Soldered 
Contact Lenses Cleaned 
eAll Colormatic Lenses 
WE CAN ARRANGE FOR EYE EXAMINATIONS 


537 Commonwealth Ave. 3 Center Plaza 
Kenmore Sq. Government Center 


261-5140 Open Mon-Fri 9-5:30 Sat. 9-3 742-8151 
Free Parking 
SEEING IS BELIEVING 


opTicus 














The brushed chambray leisure suit 
by Levi’s® Panatela*® 


Nothing 
Fits Like 


Our Levis 





New England’s 
only All — 
Levis Stores 


You & You 


1312 Mass. Ave. 
Coolidge Corner 


Continued from page 20 
ketplace atmosphere on New- 
bury, Charles and Boylston 
Streets in downtown Boston, 
around Harvard Square and 
Mass. Ave. in Cambridge and 
even at shopping centers in 
suburbia. 

There are places like Spec- 
trum India, 460 Boylston St., 
Boston, which features cur- 
rent American-style trends 
made up in soft, traditional 
Indian cotton prints. Prices 
start around $10 for a blouse 
and go up into the $30 brac- 
ket for dresses. Or Rynek, a 
Polish shop in the Garage in 
Harvard Square. Hand- 
made, brightly embroidered 
peasant blouses of white 
polyester at $18 or cotton at 
$22 are among the styles 
which can be worn as folk 
costumes or as contempor- 
ary coordinates. Or the Gal- 
way Shawl at 184 Mass. Ave., 
Arlington, which boasts 
handknit Irish sweaters 
straight from the hills of Don- 
egal. Colors of these classic 
pullovers at $46 are white, 
burgundy and brown. 

It turns out I’m not the 
only person who likes to raise 
her ethnic consciousness with 
an appreciation of import 
fashions. The three women in 
the photographs on these 
pages — Bonnie Dawson, 
Amanda Hamilton and Sue 
Thompson — feel the same 
way. To them, clothes are a 
special way of expressing 
their identities, their inter- 


-ests or their heritage. 


THE $200 FRENCH LOOK: Sue Thompson has an affinity for French 
clothes — after all, she speaks the language fluently. At the MBTA 
stop on State Street, she wears this pants costume of black, beige 
and gold traditional Provencal print from Pierre Deux, 123 New- 
bury St. The quilted blazer jacket is $95, the pants $30, the con- 


~ trasting red print blouse $30 and the matching weekender bag $45. 


ipuseg Auer 




















GRAND OPENING 
At Deerskin In Danvers 


THE UPSTAIRS 
BASEMENT 


Extra Special Discount Prices 
on Leather & Suede 
and Mail Order Close-outs 





|| Orig. || Now 





Men’s Sweaters 


$175 


Men’s Leather Jackets 
Men’s Wool and 


Woldblend Shirt Jackets. . 


Ladies Leather & Suede 
Fur-trimmed Pant Coats . 
Ladies Full Length 


Ladies Assorted Separates and Coordinates 
Are Merchandise Subject To Prior Sale 


$125-$175 $69:90-$89.90 


$25-$35 
$16-$25 


$12.90-$19.90 
$7.90-$12.90 
$175-$225 $99.90 


$99.90 





of similar 


too. 








Limited selection 


merchandise geil at 
our Pembroke and 
Framingham stores, 


url 
rte. 1 & 114, open 9:30-9:30 
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Charge for 3 months AT NO EXTRA COST 


CUMMINGS 


The Look of Today 
Shop The Cummings Store Nearest You 


OPEN A CUMMINGS ACCOUNT IN MINUTES 
















@ Danvers 


@ Auburn Mall @ Natick Mall @ So. Shore Plaza 
(Auburn) (Liberty Tree Mall) @ Norwood (Braintree) 

@ Burlington Mall @ Hanover Mall @ Quincy e Stoneham 

e Cambridge @ Maiden @ Roslindale (Redstone Plaza) 
(Central Sq.) @ Mattapan Sq. e@ Somerville @ Uphams Corner 

© Codman Sq. @ Metheun Mall (Davis Sq.) @ Waltham 





Come to 


MMINGS) 





beautiful clothes 


... drop in and join the fashion 
action for all women. 


.. . never ending variety of dresses, 
coats, sportswear, swimwear, 
loungewear and intimate apparel 


-at prices you can afford. 


. . . headquarters for the latest 
in Landlubber fashions. 


. . friendly, helpful sales people. 
... try us. 


EVERY BRAND NEW 
SUEDE & LEATHER 


COAT & JACKET 
IN STOCK 








20%. 


Orig. price 





jeans & things 
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ACCESSORIES Galleria of 'Fosleias BOU TIQUE 





474 BOYLSTON STREET - BOSTON, MASS. 02116 - 267-784 


Natural Body Carr. Tloducts 


Tea Blends -Herbs® Spiers 














THEN 


*Transplants 


*Meld Weaving “Hair Pieces 


: REPLACEMENT 
- ©\ CENTERS™ 
Highest Professional Standards Assure Your Complete Satistaction 


Name 





GAYLORD PERRY 


Gaylord Perry — Cleveland Indians 
“A Picture is worth 


A Thousand Words” 
Need We Say More? 


1238 Boylston St., Chestnut Hill 
Over 45 clinics 


throughout the U.S. 73 8 088 4 
= 
For Free Consultation Cell 


to serve you 


Call now or send coupons for details or a free consultation with NO obligation 


*Implants 
*ALL Methods 


What's with 
The Sneaker? 


The old standby is _— its — 


By Michelle Wasserman 


The head cannot say to the 
feet, ‘I have no need for thee.’ 
God has so adjusted the body 
that there may be no discord. 
If one member suffers, all suf- 
fer together. If one member is 
honored, all rejoice together. 
Corinthians I 


For those of us who have not 
been swept off our feet by the 
tidal wave of platform shoes, 
wedgies, earth shoes, corks and 
clogs that has deluged the shoe 
market, the classic sneaker, 
comfortable and cheap, has 
always been a standby. But now 
it seems even sneakers are in the 
throes of an identity crisis. 

These sturdy and light canvas 
shoes with soft, rubber soles are 
quickly losing ground to a new 
breed of high-brow and high- 
priced athletic footwear avail- 
able in elegant leathers, suedes 
and nylons. Over the past few 
years, the growing popularity of 
the three-striped Adidas sports 
shoe manufactured in West Ger- 
many has had a traumatic effect 
on the conventional American 
canvas sneaker. U.S. distribu- 
tors of Adidas attribute its suc- 


cess to the emergence of cross- 
country~ running as a serious 
sport. The editors of Runner’s 
World Magazine explain that, 
traditionally, runners never 
strayed from the track. About 10 
years ago, though, they cut the 
cord and started running where- 
ever there was ground beneath 
them. This required more dur- 
able shoes that would adapt to 


1MOMUVeZy PIAEQ 
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Dynamo 

Plain toe slipon in 

soft calfskin. Match- 

ing suede vamp strap, 

with embroidered diamond pattern. : 
Fully leather lined. Double platform sole 
and heel. In Black, Brown or Bone. 


SLACKS 


On the outside looking 
in...Raggs jeans from 
MALE®! MALE® makes ’em 
inside out and MALE® makes 
‘em tough, in pre-washed 
denim with over-edged 
contrast thread everywhere - 
on seams, on pockets, on 
more seams, on belt loops 
and more seams! Super fit, 
comfortable casual look that 
goes anywhere! With Raggs, 
inside out isin. Keep things 
in the family with a Raggs 
jacket to top your Raggs 
jeans! 


Torpedo 

Moc toe slipon in £ 
supple kidskin, 

with matching 
vamp in pat- 
terned suede. 

Fully leather 

lined. Platform 
sole and heel. In 
Black or Tan. 
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AppLe SCRUFFS BOUTIQUE 
6 Muzzey STREET 
Lexington Center * 861-1416 


ner 930 6 daily Fri. ti 9 








THE Stettletore SHOP 


99 Plaza Prudential Center 
Boston, Mass. 02199 
Phone: 536-3311 
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all sorts of terrain (see box). 

Within the last five years, 
Adidas has also achieved mass 
appeal as an all-purpose casual 
shoe. Jack Shea, New York 
editor of Footwear News, ob- 
serves that the demand for 
Adidas skyrocketed after the 
1968 Olympics televised from 
Mexico. According to Shea, the 
millions of Americans viewing 
the international sporting event 
on color TV must have been 
struck by the rich hues and 
flashy designs of the three- 
striped Adidas. 

Although the Adidas shoe is a 
newcomer to the U.S., it is by no 
means a fad. The shoe’s creator, 
Adi Dassler, who is more of a 
footwear engineer than a shoe 
designer, has been pondering the 
contours of athletes’ feet for over 
50 years. His credits include the 
first football shoe with inter- 
changeable cleats and nylon 
sole, the first track shoe with 
protection for the ball of the foot 
and the first track: shoe with 
spikes molded to the sole. 
Dassler’s creations reigned su- 
preme for many years (85 per- 
cent of the athletes competing in 
the 1968 Olympics wore Adidas.) 
But recently, two Japanese com- 
panies, Tiger (the first company 
to use nylon uppers) and Nike 
(an off-shoot of Tiger and now a 
major competitor), have ac- 
quired a strong foothold on the 
market, while another West Ger- 
man company, Puma, has dared 
to compete. Only one American 
company, New Balance 
(distributed out of: Watertown), 
has succeeded in getting a toe in 
the door. The appeal of New 
Balance sports shoes is that they 
come in widths and allow more 
space for toes (Americans 
generally have fatter feet than 


German and Japanese runners). 
Large-scale advertising and a 
product which is both function- 
al and fashionable has made 
athletic footwear a burgeoning 
business. Local demand has re- 
sulted in the opening of two 
sports shoe specialty shops in the 
Boston area. Marathon Sports in 
Cambridge carries a wide selec- 
tion of Nike running and tennis 
shoes. Howard Sagrans, owner of 
the store and a former winner of 
the Boston Marathon, feels that 
the Nike line is equal to that of 
Adidas in all but advertising. 
Nike shoes are also a few dollars 
cheaper for comparable styles. 
The second shop to open was 
Super Foot, at 710 Com- 
monwealth Ave. Super Foot is 
based on a new concept, says ow- 


ner-manager Don Cedrone. 
“Brine’s, Herman’s and other 
sporting goods storés-sell athlet- 
ic shoes, but they don’t have our 
depth of inventory and hard-to- 
find sizes.”’ Super Foot is stocked 
in over 150 styles in running, ten- 
nis, basketball and bowling 
shoes in sizes ranging from three 
to 15. Adidas, Nike and Puma 
imports stand casually at atten- 
tion on racks extending the 
length of the store. A few do- 
mestic brands, including 
Converse, Pro-keds and Hyde 
Spot-Bilt, are also sold. Prices 
climb quickly from $10.95 to $30, 
with the popular styles going for 
about $25. The top sellers are 
Adidas running shoes, both the 
all-purpose training models in 
leather and suede and the nylon 


THE BOSTON PHOENIX, FASHION, APRIL 15, 1975 / PAGE TWENTY-NINE 


racing “designs. ‘The stock in all 


« brands of*women’s’ tennis“shoes: 


js also runnifig out fast, says 


Cedrone. 

In sampling the stock for size 
and comforts, you quickly learn 
that sports shoes at Super Foot 
do not answer to the name 
“‘sneaker.”” When Cedrone cor- 
rected my terminology, I rallied 
to the defense of the modest 


$2.99 pair of Filene’s Basement 
saree’ 


r tolerated“my 
feet for the past two years. -- 
Besides the greater flexibility, 
decreased weight and more 
durable leather, suede and nylon 
uppers, what “does the sports 
shoe have that an ordinary 
sneaker does not? 
“‘The sports shoe,’’ says 
Continued on page 30 
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Sam Cohen's 


ARMY-NAVY SURPLUS 


Ses 995° 


Reg. $75.00 Value 
Black or Brown 


1134 Montello St. 
Rte. 28, Brockton 


Open 8-5 Mon.-Sat. 
(617) 586-2945 








Don’t Be 
Footloose 


‘“‘Where the health of the feet 
and legs are concerned, forget 
fashion and bend your budget 
for the sake of safety, support, 
durability, and comfort,” ac- 
cording to Joe Henderson, long- 
time runner and victim of foot 
injuries. In Athletes’ Feet, a 
manual put out by the editors 
of Runner’s World Magazine, 
Henderson explains how to 
choose running shoes that 
won’t abuse your feet. 

eSole durability and 
weight. The heel is the first 
thing to go in a pair of running 
shoes, explains Henderson, and 
the slightest worn spot can 
grossly upset the runner’s 
balance. Look for a hard outer 
sole with a softer cushioning 
layer underneath to absorb 
shock, but don’t confuse dura- 
bility with weight. No running 
shoe should weigh more than 12 
ounces, and light nylon uppers 
generally wear better than the 
more brittle leathers and 
suedes. 

@ Flexibility and support. 
For successful toe-off, the run- 
ner’s shoe must be as flexible as 
the forefoot. Stiff shoes mean 
stiff shins, says Henderson. But 
don’t let flexibility undermine 
support, he maintains. Look for 
hard built-in arches, not the 
spongey things some manufac- 
turers try to get away with. Al- 
so the shoe sole at the arch 
should not form a’ bridge; the 
runner’s arch should be flush 
with the ground. Bridges tend 
to buckle. 

e@ Heel lift and counter. 
Runner’s calves fare best when 
heels are slightly lifted and 
shoes tilt downwards to the big 
toe, Henderson advises. But 
also make sure that the shoe 
has a heel counter (the hard 
piece at the back of the shoe 
designed to stabilize the heel), 
or Achilles won’t be the only 
guy with a problem. 
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Sneakers 


Continued from page 29 
Cedrone, “‘has a high-heel count- 
er which is reinforced and pad- 
ded to protect the achilles heel 
tendon.” He indicated how the 
Adidas sole cleverly wraps itself 
around the entire back of the 
shoe. “Also, there is a wedge in- 
serted in the sole of the shoe to 
tilt the foot at proper degrees to 
assist the runner in running on 
his toes,’’ Cedrone explained. 
But has the standard canvas 
sneaker really run its course? 
What is happening to the 
Converse sneakers we all know 
and love? According to Jim 
Brine, owner of Brine’s sporting 


goods in Harvard Square, Con- 
verse is holding its own in bas- 
ketball and tennis shoes. But in 
running shoes (where the big 
business is), Converse simply 
can’t compete. Over the past few 
years, says Brine, Converse’s top 
seller, the Chuck Taylor All-Star 
basketball shoe (retailing at 
$14), has been upstaged drama- 
tically by the Adidas SL-72 track 
shoe retailing at $30. Also, the 
all-purpose Adidas Gazelle in 
blue suede with modish white 
stripes is outselling the much 
less expensive Jack Purcell ten- 
nis casual by Converse. The fact 
that the Gazelle costs twice as 
much as the Jack Purcell doesn’t 
seem to discourage Adidas fans, 
says Brine. Adidas is a better 
buy in the long run, because a 
$30 shoe is worth repairing, and 








prices 





Famous Names at Discount 


Open Thurs. & Fri. nite till 8:30 


1148 Beacon St., Newton, Mass. 
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the going rate for resoling is only 
$9. Brine says that Converse 
must be hurting, because its fac- 
tory in Malden has been shut 
down for the last two weeks. 
“They say they’re closed for re- 
adjustment in inventory. But it 
must be that they’re over- 
stocked.” 

The fashion industry has also 
been trying to get a foothold in 
the sports shoe market. Accord- 
ing to Jack Shea, “There is a 
thin line between fashion and 
function.”’ He explains: “Hiking 
boots also started out primarily 
as a functional shoe in sporting 
goods stores until designers 
started making them for mass 
consumption. Now, every retail 
store carries a fashion version of 
the hiking boot. It’s the same 
thing with the sports shoe. The 
old white sneaker is getting 
modified.” 

Modified? The truth is that 
the sneaker, as we know it, is los- 
ing its acceptability. Pushed into 
a more prestigious price brack- 
et, sneakers have been invested 
with a more glamorous sounding 
title: “casual shoes.” And casual 
shoes have become chic. Most of 
the newfangled casual flats im- 
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personate the Adidas design in 
imitation leather and suede. The 
most recent is the four-inch plat- 
form sports shoe in red or blue 
corduroy (with white stripes, of 
course), retailing for $25 at 











Something happens when 
you look your very best. 
You get a feeling. 

A private feeling. 

A very exciting feeling. 
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Elkins. 

“Of course I can run in them,” 
claimed one satisfied customer, 
as she wobbled out of Elkins in 
her new blue sports shoe. A be- 
mused salesman added that the 
four-inch platform is great for 
swimming, too. “If you fall in the 
water while wearing them,” he 
explained, ‘“‘you’re sure to float.” 
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Tuxedo 


Continued from page 9 

quent. Brooks Brothers sells very 
few and, according to a sales- 
man, the purchasers are gener- 
ally over 40. Gone are the days 
when a boarding school boy in- 
cluded a tuxedo as a matter of 
course on the list he brought on 
his pilgrimage to 46 Newbury. 

Yet the rental business seems 
to be prospering in Boston. At 
Kennedy’s, for example, where 
they sell only four tuxedos ‘a 
month, the volume of their ren- 
tal service increases every year. 
Other rental establishments re- 
port the same. It seems that the 
privately owned dinner jacket 
has almost disappeared because 
opportunities to sport one are too 
scarce to justify the expense. Yet 
since there is always that one 
prom, wedding or fete every five 
years or so, 24 hours of unaccus- 
tomed elegance must still, at 
chasmic. intervals, be leased. 
Ironically, the rental business 
thrives on the death throes of the 
dinner jacket. 

Such tuxedos as are rented 
confirm the dire state of formal 
attire. Finery in name only, they 
show how drastically styles have 
changed in the past decade, as 
panicked clothiers have scrambl- 
ed to entice a dwindling market. 
Now, dinner jackets come in 
almost every color save black, 
and in designs so bizarre even a 
pimp would turn up his nose. 
Tuxedos may be midnight blue, 
forest green, bullion gold or 
shocking pink. Often, the trim is 
velvet instead of satin. Shawl la- 
pels are old-fashioned, kiddo! 
You gotta get with it and into a 
Woodstock or Prince Edward cut 
with notched lapels, slant poc- 
kets and 15 buttons. They“even 
rent a hybrid now called the tux- 
tails. Such corruptions are de ri- 
gueur at proms, I’m told, and 
different models are in every 
year. A youngster whom I over- 
heard at Burns Formal Clothes 
Shop made a moue of misery 
when he was informed that they 
did not carry white velvet tux- 
edos. I grimaced, too, but for 
very different reasons. 

Patent leather remains, but 
not the pump, which many ren- 


tal agencies no longer offer. | 


Shiny, pointy Beatle boots are 
most popular. The shirts, of 
course, are ruffled, riotously 
hued and tacky. The total effect 
recalls Bret Maverick smeared 
with Crayola or the Kinks on an 
early album cover, but this is the 
cheesy look kids want. Rarely 
does anyone under 25 ask for a 
traditional tuxedo and acces- 
sories. 

‘Whether manufacturers of for- 
mal attire create or simply pan- 
der to such untutored taste is un- 
certain; it’s probably a combin- 
ation of both. But the avidity 
with which clothiers tamper with 
and adulterate their product 
shows they’re running scared. 
One imagines some wacko de- 
signer with sheaves of demo- 
graphics warning the poobahs at 
After Six that if they don’t want 
to go the way of the horse and 
buggy, they’d best get with it, 
and pronto. 

Lord West actually made the 
first tentative steps toward what 
is euphemistically called inno- 
vation. But it was After Six that 
popularized the colored shirt. 
This in itself was not too egre- 
gious, but it opened a Pandora’s 
box of bad taste. Whatever 
limited and artificial life has 
been breathed into formal attire 
is so noxious that perhaps it 
would have been kinder to put 
the obsolete dinner jacket out of 
its misery with its dignity still 
intact. If formal attire must look 
like this, we’re better off in jeans. 

Still, conventional tuxedos are 
to be had if you know where to 
look. At Brooks Brothers they’re 
pretty steep, going for around 
$240 without any accessories. 
But elsewhere (try a rental agen- 
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cy that can buy wholesale and 
give you a discount), the tab can 
run to only $150, and this in- 
cludes everything but shoes. Re- 
gular suits costing what they do, 
that’s quite a reasonable price. 


But the problem remains: with- ’ 


out opportunities to wear it, buy- 
ing a dinner jacket is foolish. 
There’s no point in letting such 
an investment molder in the clo- 
set. 


If the tuxedo is to be revived, 
we must reinvent a sense of de- 
corum and occasion. There are 
signs that suggest such a wel- 
come rediscovery is in the offing. 
Tom Quinn of Burns Formal 
Clothes points optimistically to 
a resurgence of college proms 
(Yale had its first in many a 
moon last year) and debutante 
balls. Bryan Ferry (recently 
cited as one of the Quality Peo- 
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ple by WWD) performs in a 
dinner jacket, and Johnny Win- 
ter sports one on the cover of his 
latest album. 

What may save the tuxedo, 
ironically, are hard times. The 
Depression was the heyday of 
black-tie musicals because ele- 
gant dress offered a brief respite 
from bleak financial worries. At 
Long Last Love may be a pre- 
monition. The slovenliness of 


people under 30 is widely attri- 
buted to their disgust at the lux- 
uries in which their parents, so it 
strikes them, wallow. As those 
luxuries evaporate, however, 
dressing up may no longer seem 
suspect. It may become, indeed, 
an act of defiance, a refusal to be 
cowed by economic catastrophe. 
Let’s see those cufflinks spar- 
kle — and remember, the shirt 
should be pleated, not ruffled. 
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FROM EUROPE TO YOU 


ADAN\SEVE SUGGEST 
SPRING 


Adam is sleek. .. 
lapel single-vented 3 piece suit by 
Pierre Cardin Boutique at $165. 
Accented very softly by his Yves St. 
Laurent Quiana shirt priced at 
$18.50. Eve complements Adam in 
her own very tailored unique 3- 
piece linen skirt set by Bagatelle. 
Contrasting stripe nylon shirt by 
Wayne Rogers highlights her 
cream-colored suit done at $120. 
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